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"The new is but 
the old come true" 



With this issue you will see a rather ex- 
tensive number of changes in SPONSOR: 
changes in styling, in typography, in art treat- 
ment and in editorial planning. 

We think you're going to like them. We 
think you'll find they make the book even 
brighter, crisper, more readable, more modern. 

But we want to emphasize that we haven't 
made changes "just for the sake of changes." 
Nor have we attempted to project a radically 
different "SPONSOR image." 

Everything we've done has been guided by 
one principle-to make SPONSOR even better 
able to fulfill the same unique mission we em- 
barked on 15 years ago. 

Our purpose then, our purpose now, is sim- 
ply this: to provide busy executives in the 
field of tv and radio advertising with com- 
plete, fact-filled, fast-reading, up-to-date dol- 
lars-and-cents information about their busi- 
ness each and every week. 

Every change you see in this issue of 
SPONSOR has been made with this in mind. 
And you're going to see many more bright 
new ideas in upcoming issues-all in the 
SPONSOR tradition. 

Keep watching for them! 




Soled by Arthur Godfrey! 



When it comes to selling soles and heels 
—and anything else— nobody can fill 
Arthur Godfrey's shoes. One reason is 
that he does a complete selling job. He 
gets the whole sales force fired up, gets 
retailers all over the country to tie in 
and merchandise your line, and really 
brings in the customers. 

As Mr. J. R Kelley, Director of Ad- 
vertising for the Goodyear Tire and 
Rubber Company, reported: 

"Radio played a big part in the suc- 



cessful launching of our Neolite soles 
and heels, some 20 years ago. This 
Spring, we decided to experiment with 
it again. We wanted to reach the house- 
wife with a specification story on both 
new shoes and shoe repairs. We picked 
Arthur Godfrey on the CBS Radio Net- 
work to do it. From all indications- 
consumer awareness studies, sales force 
reactions, increased merchandising by 
both manufacturers and repairmen— the 
experiment is paying off. We arc look- 



inc forward to an even bigqer pay-off 
this Fall." 

In these days of skyrocketing adver- 
tising costs it's a pleasant surprise to 
discover how little it costs to have the 
top salesman in broadcasting selling for 
you on the radio network that delivers 
the most customers per commercial 
minute. Call your advertising agency 
for costs and availability; and as they 
say about Neolite— "Step on it!" 
THE CBS RADIO NETWORK 




Sell big on the chain that's big in six of America's top ten markets, 
plus one of the South's richest areas. How big? RKO General sells 
your product in areas populated by over 70 million consumers. 
And RKO General delivers the cream . . . puts you in tight 
touch with people who are interested in your mes- 
sage and have the buying power to act. That's 
because RKO General captures their interest 
and wins their respect with mature pro- 
gramming that sets your message in a 
framework of imagination and excitement. 
Discover the big new dimensions in sales on 
America's biggest, most powerful independent radio 




and TV chain. Call your nearest RKO General Station or your 
RKO General National Sales Division man. 



NATIONAL SALES DIVISION OFFICES 

New York: Time & Life Building, LOngacre 4-8000 
Chicago: The Tribune Tower, 644-2470 
Hollywood: 5515 Melrose, Hollywood 2-2133 
San Francisco: 415 Bush St., YUkon 2-9200 
Detroit: Guardian Bldg., WOodward 1-7200 
Atlanta: 1182 W. Peachtree N.W., TR 5-9539 
Dallas: 2533 McKinney Street, Riverside 2-5148 
Denver: 1150 Delaware Street, TAbor 5-7585 



A GENERAL TIRE ENTERPRISE 



NEW YORK WOR-AM FM /TV LOS ANGELES KHJ-AM FM/TV 

DETROIT CKLW-AM FM TV BOSTON T^YANKeT NETWORK MEMPHIS WHBQ-AM /TV 

SAN FRANCISCO KFRC-AM/FM WASHINGTON, D.C. WGMS-AM FM 
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HERE'S RAY with 
the play by play 

What makes the Twin Cities 
go football-mad? It's Min- 
nesota's Golden Gophers, the 
'62 Rose Bowl champions. 

\nd it's also XYLOL'S Ray 
Christeiisen, champion of the 
.sporteastevs who has called 
the Gophers' play-by-play 12 
wars in a row. Hay's fellow 

VKT11A members ha\e voted 
Iiim this } ear's Best Twin 
Cities Badio Sportseaster. His 
Gopher game sponsorships al- 
ready are sold out for the 
football season ahead. But 
yon still can participate in the 
action— via a few available 
adjacencies if you hurry! 
Huddle quickly with AM 
Badio Sales, and let exciting 
Bav Christensen cany the 
hall for you! 
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Letters to 
the Editor 



EXPOSING NEWSPAPER RESEARCH 

Congratulations on yom article 
"Newspaper Research Ceis Goofi 
cm" [3(1 |ul\j. It's about time some- 
one stalled imstacking the slanted 
newspapei research deck. 1 hi* is 
auotlici lot ward step ioi sponsor 
and broadcasting.— JOHN B. TANSEY, 
general manager, WRVA, Richmond. 

PEPSI BUBBLES PRAISE 

With great interest I read your ar- 
ticle eiuiiled "What Pepsi Learned 
in Virginia" [13 August]. 

f laving been ihe manager of one 
ol the stations involved in this fan 
tasiic Pepsi schedule. I would like 
to add m\ comments to your fine 
article. 

True, a loi of the success of this 
promotion was gained through the 
excellent cooperation of all media 
concerned, Inn there had to be a 
starting point and in our case, that 
starting point was Nointan Sisisky, 
I lie Petersburg Pepsi distributor. 
In 10 yeais in this business I have 
\et to meet a man as promotion- 
minded, as cooperative, and as 
eager to listen no] only lo my pres- 
entations and ideas but those of 
an j ol m\ compel iiors; and iliis in 
ui\ estimation is what helped make 
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- -WEEK CALENDAR 



W'ulrnntincnt lit nmtrasting Croup 

WLOL am. Im Minneapolis. SI. Paul. KEIO-L AND 
tv and radio Siouj Falls, S D : WKOW am and Iv 
Madison. Wis : KSO radio Des Moines 



SEPTEMBER 

RAB regional management conferences: 
10 11, ll\.ili House, lJuilingtwms, 
Cnl.: IS 1 I, O'llnre Inn. Des I'lains. 
111.; 1 7- 1 S. 1 lie Lodge, Willi.nnisbmg. 
V;i .; 30-21. Cheru Mill Inn, M.idden- 
Sk-UI, X. 21 2». Hilton Inn. \i 
lanta, (»ii.i 27-28. Dearwood Inn, 
IJeaibmu, Mich. 

TvB sales advisory meeting: 12. \u.\ 
1 \' Chicago, ill 

CBS Radio Affiliates Assn. annual con 
\cniion 12-13, WaMoif \sttitia 
Moid. New "wnk 

European Market Assn. o! Advertising 
Agencies dfih animal ronleu'iice: 13- 
11, .") ( liesiei held Gardens, London. 
Fngl.nid 

Interstate Advertising Managers' Assn.: 



2(1-22, sh.in.nigo lnu, Minimi, I'a. 
Advertising Federation of America, t'irsi 
District: 23-2.1. New Ocean Mouse, 
swampstoit. Mass. 

Assn. of National Advertisers woikshop 
on acUei tising in Inisiness and in- 
dium: 2.V2li. Hotel rla?a. New Yoik. 
International Radio and Television So- 
ciety, newsmaker luncheon honoring 
ICC. f'haiiinan Vernon Minow: 27. 
Motel Rooscu'll. t.i.ind Hallioom. 
New Yoik 

OCTOBER 

RAB regional management conferences: 
1-2. tilemviKid Manoi. Oveiland 
P:ii k . k.in.; I-.*>. Western Mills Mold, 
toil U'cnlh. 1 e\as 
Advertising Research Foundation Sth an 
una! conleieme: 2. Moid Com 
niodoic. New icu'k. 



this Pepsi sioi\ such a success. 

1 would appieeiate receiving 10 
copies ol this article and perhaps 
we tan bring a little of old Vir- 
ginia to our new-Ioimd friends in 
Florida. — RICHARD OPPENHEIMER, v.p. and 
general manager, WALT, Tampa. 

CHEVY ON RADIO 

I read with great interest your arti- 
cle on page .">8 and 39 [20 August] 
entitled "Radio: a Dragnet foi 
CIIic\ J Sales." 

1 would like to have '500 lepriuts 
ol this article il this is possible. 

Please advise me as to cost and 
earliest possible delivery date. Con- 
r>ratulaiions on a fine publication. 
— L. G. HARRISON, advertising manager, WAYE. 
Baltimore. 

If you plan to put out reprints ol 
the story in die 20 August issue 
entitled "Radio: a Dragnet foi 
Che\y Sales," will you please send 
me 50 copies. 

1 think it's an excellent article 
and could do a great deal to help 
the radio industry if even auto- 
mobile dealer in Denser had a 
ropy of it— DICK WHEELER, general man- 
ager, KTLN, Denver. 

(Plca\c turn to page 53) 
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7 ways to sell them in Philadelphia 



.when the product is hard-to-sell summer California 
Avocados. Here's how WIP Radio sells them in con- 
junction with a heavy radio campaign. 1. Host a 
luncheon for produce buyers of large food chains. 
Tell them about the exciting promotions planned. 
2. Select a "Miss Avocado." Have her call on food 
store executives to help boost California Avocado 
orders. 3. Have "Miss Avocado" speak with restau- 
rant maitre d's about including Avocado dishes in 
their menus. (19 were happy to comply). 4. Arrange 
for eight displays and demonstrations. (Six w ere sell- 
outs and sales doubled and tripled). 5. Place stories 



and feature items in local newspapers and food trade 
journals to give campaign added excitement. 6. Broad- 
cast two on-the-air contests to find the best Avocado 
recipe. 7. Play a major role in these satisfying results: 
Acme Markets' and Penn Fruit's sales climb 100^. 
Food Fair increases 100 to 150^, Norristown Whole- 
sale ( 1 50 independents) registers a 200^ increase 
over previous year and Frankford-Quaker Grocers 
(2500 independents) report a 50^ rise. 
What we're really trying to say is: Nice things hap- 
pen to people who listen to (and advertise on) WIP 
Radio, Philadelphia's Pioneer Station. 



WIP Radio, Philadelphia 

•I IVEY L GLASCOCK, V. P. & GEN. MGR. REPRESENTED BY METRO BROADCAST SALES METROPOLITAN BROADCASTING RADIO 
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rdinary television station..." 



Chester (S.C.) Reporter 



"If WIS-TV were an ordinary television 
station, we would not be wasting our 
paper and ink," said the Chester (S.C.) 
Reporter in a recent editorial. "But 
WIS-TV is one of the pioneer stations 
in the South, and the only one, so far as 
we know, that has consistently tried to 
meet its public service obligations with 
energy and imagination." 

We thank our media colleague heartily. 
We don't think we are alone in recogniz- 
ing our responsibilities, but we will con- 
tinue to try to justify this kind of unusual 
praise, with unusual performance. 




WIS TELEVISION 

NBC / Columbia, South Carolina 

Charles A. Batson, Managing Director 

A 

a station of HC^Sl^* 

V 

The Broadcasting Company of the South 
G. Richard Shafto, Executive Vice President 

WIS television: Channel 10, Columbia, S.C. 
WIS radio: 560, Columbia, S.C. 
WSFA-TV: Channel 12, Montgomery, Ala. 



'WISV 

evision 

r 



All represented by Peters, Griffin, Woodward, Inc. 



WKRG4V 

Mobile — Channel 5 — Pensacola 




MOBILE. 



PENSACOLA 




10 



WKRG-TV delivers 100% more TV homes, 
9:00 AM to Midnight, than either Station A or Station B 
in Mobile-Pensacola. ARB, June, 1962. 

Effective Immediately Call 
H-R TELEVISION, INC. 
or 

C. P. PERSONS, JR., General Manager 
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SPONSOR-WEEK 



Top of the news 

in tv/radio advertising 

10 September 1962 



TWO COSMETIC ACCOUNTS SHIFT. Coiy. Inc.. alter ;i year at l);mc er-F it/.- 
gerald-Samplc, rati into a policy impasse, departed the agency, and prompllv 
named Ellington & Co. for its S2 million account starling 1 January. Simul 
taneonsly, Faberge, Inc., moved its' $300,000 cosmetics account from Papert, 
Kocnig. and Lois to Jerome B. Agel. 

JWT REQUEST TO REPS ON INSURANCE FLIGHT. Alter 21 years, the 
Institute of Idle Insurance is going into network and spot tv this fall. J\V 1 
is looking lor spot position rather than ratings for a lour-wcek flight, proh 
ably six minutes on single station buys. (For details, see SFOXSO H-SCOPh, 
/;. 16.) 

VT&M JOINS TOP TEN REPS. Venard, Foi bet ,v Mr Council, created this week 
by the merger of Venard, Rintoid 5c McConnell and Torbci, Allen & Crane. 
^ \" i 1 1 stand among the top ten of the nation's 52 national station rcprcsenia 
tives. (For details, see story, p. SI.) 

LARGEST LOCAL TV PUBLIC AFFAIRS SALE. Chock Full O Xuts (Peer- 
less) coffee and restaurants made the nation's largest single local t\ public 
n (lairs advertising purchase last week — a lull 52 weeks of Sunday half-hours 
of Eye on Xew York plus 16 docnnientaries and election night reports on 
WCBS-TV. New York. 1 lie time is worth about 5(500,000. Start date: IS 
September. 

3,400 TV COMMERCIALS FOR STUDY. Forty product categories ol com- 
mercials entered in the three American Tv Commercials Festivals, a total 
of 3,100 commercials, have been made available on 1C> mm sound film reels, 
lor study by advertisers, agencies, and producers. The reels include film 
transfers of some tapes; other tapes are available by special request. 

KAISER ASKS THREE MORE UHF'S. The broadcasting division of Kaiser In- 
dustries last week applied to the FCC lor permission to operate uh! stations in 
Chicago, Detroit, and Burlington-Philadelphia, on channels 38, 50, and 11. 
respectively. Earlier it had applied for uhf licenses in San Francisco and 
Corona-Los Angeles. 

WILD ROOT TO D'ARCY. Colgaie-Palmolive's Wildrooi Cream Oil S2.5 million 
account last week shifted from Bites to D'Arcy — which already has Colgate's 
Halo, Cashmere Bouquet and Cue. But Bales will be getting some new prod- 
ucts still in development. 

MJ&A IN N. Y. BUILD-UP. The New York operations of MJ&A are being ex- 
panded in the package goods field. Last week Harold 1). Fra/ee joined the 
agency as v.p. in charge of drug products. As New York head of T-L and 
president of Hi-V he was noted for introducing Dristan, Rybutal, and other 
proprietaries. Lately, MJ&A also moved Dow and 3M consumer elements to 
Xew York. 
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Top of the news 

in tv/radio advertising 

(continued) 



AFTRA STOPPAGE HITS EDUCATIONAL WNDT. New York's educational 
tv station. WNDT, scheduled lo go on die air Sunday (16) was hit by an 
AFTRA strike last week over whether or not teachers should be members of 
the union. Both sides believe ths outcome of the strike will set a national pat- 
tern for educational tv performers. One issue: residuals. (Far slory on resid- 
uals, see j>. 27.) 

PROUD EXITS AFA. .After five years as president of the A FA, C. James Proud 
resigned last week. The AFA represents 137 local advertising clubs hut re- 
cently has been speaking out on national issues. Proud will not leave until 
after a successor has been selected and installed. 

GILLETTE TO USE NEGROES IN TV ADS. Gillette (Maxou) will use Negro 
actors in a tv commercial for Gillette blades to be seen in all parts of the coun- 
try. Hitherto Negro performers have been used mainly in commercials aimed 
at a Negro audience. 

HE A DSHRINKING BY TV? If some psychologists have their way, closed circuit tv 
will replace the psychoanalytic couch. In certain cases, it was suggested at the 
American Psychological Association meeting in St. Louis last week, such ther- 
apy might yield results. Put there's a bizarre inter-media skirmish in the off- 
ing, for another group proposed this: psychotherapy by mail. 

ABC TV ACQUIRES BINGHAMTON AFFILIATE. WBJA-TY. Binghamton. 

New York, will become a primary affiliate of ARC TV when the new station 
starts on 1 November on channel 34. 

GROVE PRODUCT IN NET TV DEBUT. Grove Laboratories' Decongestant Pro- 
mo Onininc Cold Tablets (Gardner) will make its network debut on NBC 
TV on I October. Cold remedy will have two minutes weekly in Merv Grif- 
fin for 22 weeks plus eleven quarters hours each in Say When alternate weeks 
and Mere's Hollywood weekly. A heavy tv spot push will supplement the 
October to March campaign. 

"RADIO WOULD GET MORE DOLLARS IF . . ." W hen agencies and reps ad- 
dressed the New York State Broadcasters' Convention at Saratoga Springs 
last week, one panel was devoted to the topic above. Chaired by Steve Labun- 
ski of WMCA, New York, members were Janet Murphy of Gumbinner. Ed 
Fieri of BBDO, Arthur II. McChn of John Blair, and Sam B. Vitt of DCSS.-S, 
Stress was on more creative selling. 

B&W TO TEST CORONET. BvW's new king non-filter cigarette Coronet 
(Compton) , will be tested in Fvansville and South Bend. 70' j, of the budget 
going into tv. Start date: 21 September. 

EMMY COMMITTEE NAMED. The eight men who will serve on the National 
Awards Committee for the 19G2-(i. , 5 Funny awards, under continuing chair- 

SI'ONMiR-WEEK continued on page 58 
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AGAIN THIS 

FALL 

IN 

BIRMINGHAM 

% CREAM y 
. OF/ 
NBC AND CBS 




TO MENTION A 

-A The Defenders 
^ Bonanza 
-k Andy Griffith 
^ Empire 

^ Danny Thomas 
Show 

& Huntley-Brinkley 
& Lucille Ball Show 
^ Saints and Sinners 



FEW: 



Red Skelton Show 
Dick Powell Show 
Garry Moore Show 
The Virginian 
Jack Benny Show 
^ Perry Como Show 
^ Alfred Hitchcock 
^ Doctor Kildare 
& Hazel 



^ Sam Benedict 
^ Rawhide 

& Sing Along With 
Mitch 

^ Perry Mason 
Have Gun, Will 
Travel 
Gunsmoke 
Route 66 



WAPI-TV © 

CHANNEL 13 • BIRMINGHAM, ALABAMA 

REPRESENTED BY HARRINGTON, RIGHTER AND PARSONS, INC. 



The case of the split frequency 

( or how to keep listeners on their toes ) 



With the most unique time-shar- 
ing arrangement in the country, 
WPAA operates half-time on the 
820 frequency, a nationally 
cleared channel, and half-time on 
the 570 frequency, a regionally 
cleared channel — sharing time 
on both frequencies with our 
neighbor, WBAP in Ft. Worth. 

During the full-day's operation, 
we are both the NBC outlet (on 
820, 50,000 watts) and the ABC 
outlet (on 570, 5,000 watts) with a 
single set of call letters. 

Thus we are able to offer two 
separate coverage patterns and 
two program formats which you 
may buy separately, or in combi- 
nation with an attractive com- 
bined frequency discount. And 
you can't hardly find them kind 
no more (in one market) ! 

Accrued benefits of WFAA-820 
are the power of a clear-channel 
Class 1-A station coupled with 
highly responsible newscasting. 
Some 18 months ago we took a 
gamble and kicked $150,000 bill- 
ing off the station. The new 
format — Southwest Central — 
has paid off in audience growth 
and revenue. It's a wise media 
selection. 

So is WFAA-570. It has steadily 
and consistently programmed 
good, popular music in the belief 
(now vindicated) that public 
taste would swing back to it. 



In the Dallas-Southwest both 
frequencies are well-known for 
the jobs they can do independ- 
ently or in tandem. 

We have attempted to clarify 
the split for those outside of our 
listening area. In addition, we're 
offering absolutely free (for a 
limited time only) your personal- 
ized guide to bigger and better 
sales in the Dallas-Southwest 
market. With your name (in 
gold) on the cover, not ours. Call 
your Petryman or write directly 
to George Utley, our station man- 
ager, for your copy. 




WFAA 
820 

WFAA-AM-FM-TV 
Communications Center /Broad- 
cast services of The Dallas Morn- 
ing News / Represented by 
Edward Petry & Co., Inc. 

SPONSOR / 10 SUl'lEMBKR 19(32 




NSOR-SCOPE 



10 SEPTEMBER 19G2 

Interpretation and commentary 
on most significant tv/radio 
and marketing news of the week 

ctpirriiht itn 



The week after Lalior Day servos ns an appropriate point nt which to take n 
Bounding of the economic complexion of the air media for the balance of tlie year. 

A quick reading of the various sectors in terms of where sales stand, trends are manifest 
and possibilities suggest themselves might go like this: 

SPOT TV: The volume of buying and length of schedules promise the big™cst 
last quarter ever — by a substantial margin — and indicate that the boom will carry over 
into the first quarter of 1963. Good daytime and nighttime minutes couldn't he tighter, 
but there are still a lot of daytime and prime 20's available. Kid show placements 
are at SKO, but there's some softness in loeally programed daytime periods, in con- 
trast with ibp demand for minutes around network programs. 

NETWORK TV: CBS TV is sold out davtime. not far from it at ni»hr and hn« but 
a segment here and there oppn in its football roster. Roth AHC TV and NRC TV have a 
few boles in davtime. NRC TV's nishttime hillincs will be considerably healthier (bin 
tbev were the vear bpfnre and ARC TV should also emeree with a go"d«c"»-o. J^p fly 
in the ointment for NBC TV: the slow call for actualities sponsorship. CBS TV has very 
little of this unsold. 

NATIONAL SPOT RADTO: The bnvfu<r movement in full for OP Tins vt to fret 
tinder wav. Somewhat d"«anpointpd has been Opfroit'o snaring nnnroarh in srho<'"l ; n<T for 
thp r\rw model nnvpilin?s. Rnt a harbinger of blue «kip« th»» medium :« \'->t!<-.»inl 

Dair»*a f VvnrA frrf^nnrypf fi« an Uml erwrttpf of tWI fl*~H'a in over 1 "0 mirtf/'tn, 

NTTWOT?K R AHTO: Tt's been doing nicely, specially NBC. but the medium's also 
waiting for the big burst. 

Rnmott'o lo«s of rhrvsT«»r Inaf 'tntional to YRH New York points up the uneasy 
tide t' 1 "! ln« b^en h«ff«»lJn<» the Ch'eaio a™enev w»»««bl the nn»t a *T month" or «i. 

Wiih rv.r,. c lp r ineludpd the miration from the Chicago area adds up to around $10 
million in h»!l»us* dnrin" th*t neriod. 

A" more than hvstanden Chicago rens hare had hnvp much to rue about thesp drfp-tions, 
losing out on the snot hnving for such account* as Rival Do<? Food. Jif Peanut ft'itier, 
Cream of Wheat. 5.O.S. and Kool Aid, Philip Morris (B&B now manages the spot 
pooH and Clark Oil. 

Inrlnde the retirement of Gillette Labs and the Tea Council from spot and the swing 
of Wrkdev's radio snot emnire to network radio and voiiH agree that Chicago reps have 
felt thp pinch a« much, if not even more, than their a?encv brethern. 

ITowpvpr. thprp'a a ring of chper for Chicago. Account* lovnl to Chicago continue 
to evn^nd hv brinsins; out new products, increasinar th^ir billings and assuming 
tlie bulk administration of the client's buying, like NL&B with Campbell. 

Ad agencies with proprietory accounts are already feeling the impact of the 
latest law tightening up the Government's supervisory powers over new dm::*. 

They're being pressured to gear up for test marketinc, if it can be called that, of 
new brands and get them in the field before the first of the year, when the new Federal 
regulation afferting testing goes into effect. 

The urge to run the gamut of a new product's introduction within four months 
or le«s hn« the agencies, natnrallv, blink Inff. 

It usually takes at least a year to work out test market strategy, packaging, media 
planning and general implementing of the testing machinery. 
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Continued 



The added individual hillings aren't awe-striking hut at the rate Dane Doyle 
Bernhach has heen going this year on the new business front it might stand tag- 
ging as the hottest agency of the moment. 

A year ago it acquired American Airlines (worth at least $5 million) and since then 
it has hauled in Rival dog food ($1.2 million), Cracker Jaek ($1 million), Olin Mathie- 
son's chemical division (SI million) and Avis Rental (SI. 5 million). 



The hours of tv usage apparently took a hike during the peak of the 1962- 
63 season. 

Average home attention based on four weeks spread from January through March of 
this year came to 42 hours and 37 minutes. The figures are Nielsen's. 

A rough comparison: during the month of March last year the average hours of us- 
age was 40 hours and 20 minutes. The year before that, 44 hours and 56 minutes. 

JWT has asked tv reps to prevail upon their stations to give speeial coopera- 
tion to a spot campaign that the Institute of Life Insurance wants to start 4 No- 
vember. 

Schedules would be on the six plan and run for four week*. 
The nub of the agency's request: 

• The availabilities be confined to "within or adjaeent to well-established early 
or late evening local news and weather shows and network news." 

• Avoidance of "competition of the kind of advertising that would detract in any 
way from the quality and tone of a life insurance commercial." 

• Stations explore the kind of support they can give the Institute's eampaign 
"among the business leaders of the community and, particularly, life insurance agents." 

P.S. The Institute is also spending lots of money on CBS TV's elections pow-wow. 

Chicago's ethnic radio precincts continue to flare as a result of the McClendon 
group's decision to convert its latest acquisition, WGES, to 100% Negro program- 
ing. 

Prior to McLendon's entry the station's programing ratio was 80% Negro and 20% 
Polish, Italian and German. 

McClendon, in countering the uproar from foreign language groups, ignited, accord- 
ing to the new ownership, by WGES' own foreign language broadcasters, said that the 
ethnic business was conducted on a program broker basis, something that the FCC 
frowns on. 

Politics also got into the fracas. McClendon claims that a Congressman from the area 
threatened to do something about the station's abandonment of foreign lanmiases, 
but the ownership, which has changed the call letters to WYNR. refused to mention the name 
of the legislator. McClendon paid $2 million for the property. 

If you ever should want to eite an example of how a revised tv commercial 
converted the flow of a product's turnover from so-so to shclf-elearing propor- 
tions, take the experience of Gulton with its Lif elite (Compton). 

When field reports showed that dealer orders were not up to expectations the agency 
took a second look at the basie commercial. 

Nothing seemed wrong with the platform itself, but it was decided that the demon- 
stration he changed. That apparently did the trick. 
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Network tv's turnover In accounts can't be so bad when you realize thnt of the 
several score advertisers that spent over $200,000 each In 1957 only eight were 
among the missing this past season. 

The missing; Admiral, Avco (these two exclusively concerned at the time with petting 
their share of the booming tv set market), Grove Laboratories, Longine-Wittcnauer, 
Maslancl, Jules Montenier, Parker Pen, Yardley. 

Of these Parker Pen and Grove were to be found in spot tv. 

ABC TV is offering an added Inducement for advertisers who buy into the 
network's election night coverage. 

The assurance: the network will go all out in merchandising the special event, the 
kevstone of which will be a half-hour program Sunday evening for nine weeks before 
the elections. 

Another promise being made by the network's news department: no expense will be 
spared in makinc the qiinlitv and scope of the marathon equal, if not superior, to 
that of ABC TVs competitors. 

ABC TVs price tag on the whole elections returns package is §360,000. 

Two summer replacements this season did quite well in matching the peak 
ratine of the regular series. 

The pair were the Desi-Lucy hour reruns and Talent Scouts. But worthv of note 
is this: last summer's replacements were productive of three clicks, namelv. Kraft Mvstery 
Theatre ( episodes imported from Britain), Playhouse 90 repeats and Holiday Lodge. 

Here's how the replacements fared this summer as against the replacees: 











JULY % AS OF 


REPLACFAfFVr 


WPTTTR SHOW 


1ST JULY 


1ST MARCH 


MARCH 


Francis Drake 


Car 54 


12.4 


25.4 


48.8% 


Who in World 


Jack Benny 


11.9 


21.0 


56 7% 


Plnineman 


Rifleman 


14.1 


26.3 


5T6% 


D^i-Lncv 


Griffith-Thomas 


26.9 


30.7 


87 6% 


Talent Scouts 


Garrv Moore 


24.3 


27.1 


80 7% 


Kraft Mvsteries 


Perrv Como 


166 


28.0 


50 ?% 


Zane Grey 


Gertrude Berg 


10.5 


11.0 


9* 5% 


The f.ivelv Ones 


Hazel 


10 6* 


32.7 


50 0% 


fnmo'tv Spot 


Rpd Skelton 


17.6 


28.2 


62.4% 


SOURCE: Nielsen Tv 


Index, average audi 


"nee %. *Based 


on 1st August Report. 



In seeking to nerk un the degree of sponsorship of their pnblic service pro- 
graming, particularly the kind involving charitable organizations, certain tv sta- 
tion* are pointing at a tax deduetable anTle. 

Their approach: the package cost can b» broken un so that a portion of it i« «et 
aside as a contribution, and since most husiness organizations allocate an annual sum for 
such niiroose it would he simple to apply part of the sponsorship cost to this fund. 

Tncidenta'lv. the angle figures on a I*ir.<»e scMe in Corning Glas"*' spon«nr«hip 
of the Lincoln Center Owning program on CBS TV 25 September. The contribution 
element in that case is S150.000. 

The big four among tire manufacturers will be doing well bv tv this foil. 

All but Goodrich (RBDO), which continues in spot, will have network associolinn. 

The other threesome's huys: Firestone (Cimpbell-Ewahn : a half-bnnr musical nro. 
gram on ABC TV: Goodvear (Y&R): participations in ABC TVs WinMon Ch-rclpII 
and Gallant Men: U.S. Rubber (Ayer) : participations in Father Knows Best. Mcllale's 
Navy and CBS News. 
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Walter Schwtnuner has pulled off quite a sales conp for his syndicated Giam- 
pionship Bowling series, which will also make co-beneficiaries of some 150 stations. 

The deal: Zenilh Radio and Firestone Tire & Rubber are sending word to their 
distributors and dealers that they'll pick up half the tab if the local outlet sees 111 to 
buy the hour show on the local station. 

It's a strike for both Schwimmer and spot tv because advertisers rarely get involved 
in the earmarking of co-op funds and this coin usually ends up in the print till. 

The ability of an hoar nighttime show on the tv networks to deliver a bigger 
audience than a half-hour program on the basis of per average minute has evidently 
become quite narrow this past season, at least during the peak viewing months. 

Don't take it as a trend, but here's what Nielsen showed happen during March-April on 
the pulling ability between the average half-hour and hour program: 

YEAR LENCTH AVG. % AVC. HOMES LENGTH AVC. % AVC. AUDIENCE 

1962 60mins. 18.3 8,967.000 30 mins. 18.1 8,869.000 

1961 60 mins. 19.2 9,005.000 30 mins. 18.2 8,826.000 

1960 60 mins. 19.0 8,588,000 30 mins. 17.3 7,820.000 

Note: This year March- April comparison is based on 49 hour programs and 72 half-hour 
programs. 

CBS TV hnn selected a most pleasant clime for the first meeting of the net- 
work'? new affiliate advisors board— Palm Springs, to be exact. 
The time is December. 

The first order of busineis then will be the election of a new chairman. 

Nielsen fg in the agency computer swim and before the year ends will be mak- 
ing available to such agency clients that want it published data compounded for 
the NST bv its own commiter. 

It will be offered in the form of IBM cards and magnetic tape. 

Obiective: data which agencies can use as they see fit in seeking to arrive at answers 
for specific media problems In planning, etc. 

Snme media researchers regard the move as a little harardous for Nielsen. Tt misht 
leave the firm open for subscribers to learn In a detailed way the results of inter- 
views and just what householders wrote into their diaries. 

The answer to this: Nielsen Is not releasing basic data, but such data is available 
for Nielsen tabulations to clients' specifications. 

The advertiser may have his troubles about beefing up his profits to keep the 
dividend level, hut the profit soueeze has become an even more pressing problem 
at ibis point for the agency field. 

It's got the comptrollers plodding away overtime, searching out every possible cost-sav- 
ing angle bv the personnel or procedural efficiency route. 

Amonu the things being closely scrutinized are ways and means of cutting down 
the cost of buying and servicing media, with the emphasis on curtailing paperwork. 

Some agencies have already adopted the tack of having executives splitting the serv. 
ices of a secretary, in place of allowing each one his own girl. The strategem has 
even been applied to men in the top salary brackets. 

For other news coverage In this Issues see Sponsor- Week page 11; Washington Week, page 
55: Sponsor Hears, page 56; Newsmakers in Tv/Radio Advertising, page 66 and Spot Scope, 
page 7L 
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Why KXTV bought 
Seven Arts' "Films of the 50's" 
Volumes 2 and 3 

Says Robert S. Wilson 
Vice President and General Manager 



When KXTV completed its new 1,549 foot tower 
increasing our coverage from 453,400 to more than 
600,000 TV homes and creating a new 25th largest 
market in the nation, (third largest on the West 
Coast) we looked at all of the film product available 
in order to effectively program for this enlarged 
audience. Seven Arts' "Films of the 50's" were our 
choice for the prime time Premiere Theatre on 
Friday nights. In addition to being excellent 
entertainment for our new audience they 
also give us a breath of 



We are sitting on pretty close to 2,500 features. 
Even with a tremendous inventory like that we 
couldn't afford to turn down the Seven Arts films. 

Seven Arts' "Films of the 50's" 
...Money makers of the 60's 





SEVEN ARTS 




ASSOCIATED 


CORP. 



Robert S. Wilson 

Vice President and General Manager 
KXTV -Sacramento, California 



A SUBSIDIARY OF SEVEN ARTS PRODUCTIONS. LTD. 
NEW YORK: 270 Park Avenue YUkon 61717 

CHICAGO: 8922-D N. La Crosse (P.O. Box 613). Skokie. III. 

ORchard 4-5105 

DALLAS: 5641 Charlestown Drive ADams 9 2855 

LOS ANGELES: 3562 Royal Woods Drive STate 8 8276 
TORONTO. ONTARIO: 11 Adelaide St. West • EMpire 4-7193 



The Invitation. ..WhiteTie and Decorations. 
In response.weat Metromedia, Inc have 
assembled the major honors received by 
ourvariousdivisions and stations 

Metromedia, a diversified communications 
company.strives to maintain a uniform 
degree of excellence in all of its endeavors. 
This means a desire to present programs 
of the highest order tailored tothe select, 
as well as the mass audiences. 

This also means a continuing interest and 
participation in community affairs. 
With humility and a deepsense of pride, 
we appear bedecked before our many 
colleaguesand peers jyj^-pROMEDIA 




Sales Management 

Survey of Buying Power— 1961 

WRVA-RADIO 

50,000 Watts AM. 1140 KC 
200,000 Watts FM, 94.5 MC 
Richmond, Virginia 




"COMMERCIAL 
COMMENTARY 



by John E. McMtllin 




National Representative: 
PETERS, GRIFFIN, WOODWARD. INC. 



NEWT 'N' BARRY 

Tv (riutism, like politics, makes strange bed 
fellows, and I got a (hnrkle the other da) when 
the New York Times, reporting a Chicago speech 
by Senator Barry Golclwater, said that his attack 
on tv was "reminiscent of that made by Newton 
\. Minow, Chairman ol the FCC." 

Well, ain't that something! The l!ai i y-Xeu ton 
Axisl The arch-conservative from Arizona rolling 
in the same hay with the dauntless New Ftontieiv 
man fiom Illinois! 

The resolute Right and the liberal Left welded in unholy wedlock 
by a mramon romerii over iv's "barbaric" wastelandl 

If I were a nast\, snide, suspicious cynic I might point out that 
what Messrs. Minow and C.oldwater have most in common is a poli- 
tician's penchant foi grabbing headlines. 

both ate olnionsh quite aware that flogging tv is even more sure 
lire than baby-kissing, or taking a firm stand for home, flag, and 
mothei, when it conies to getting space in the gleefully hostile print 
media. 

but stu b an insinuation is grossly unfair to the Hon. Newton and 
the lion, Barry. And besides, I don't really believe it. 

I'm sure that, in their concern over what they see on tv, both the 
Senator and the FCC chairman are wholly sincere — up to a point. 

I don't doubt at all that both geuuinel) yearn for vast improve- 
ments in tv program content and quality (and what intelligent man 
doesn't, foi thai matter?). 

What Gandhi said 

Hut wheie 1 pan company with Senatoi C.oldwater and Chairman 
Minow (I'm deserting both the ("onset vatives and the Liberals!) is 
in what they propose to do about ii. 

Ilati) Goldwatei, nppaientl), proposes to solve the problem with 
orator), with passionate public speeches, and hot-blooded Jeremiads, 
denouncing the clear and present evil. 

Newton Minow, no mean Jeremiah in his own right, pins his 
laith not only on oratory, hm on the big, black, bull-whip threat of 
go\ eminent intei \ ention and control. 

Well, as far as 1 am concerned, both of these honorable gentleman 
are wholly misguided, wholly mistaken, and wholly insincere in their 
advocacy of such methods. 

Recently I received a letter from my friend Joe Baisrh, v. p. and 
gen. mgr. WREX-TV, Rockford, 111., enclosing a printed card which 
carried a quotation from Mahatina Gandhi. 

The quotation is so appropriate to this discussion that I want to 
gi\e it heie in full. Gandhi said: 

// is not the critic who counts, nor the men who point out where 
the strong men stumble or wlicre tlie doer of deeds could have done 
better. The credit belongs to the men who are actually in the arena; 
whose (aces are marred by dust and sweat: who strive valiantly: who 
err and may foil again because there is no effort without error or 
(I'/ease tn>n to page 1 1) 
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Why it pays 
to advertise your station 
in a broadcast book 



BECAUSE THE TIMEBUYER IS KING 



JL here's nobody better quali- 
fied to advise you how and 
where to invest your national ad- 
vertising dollars than your own 
national representative. 

He'll tell you that the time- 
buying system really works. 
Which means that at any of the 
top 50 (or top 100) advertising 
agencies placing national spot 
business the recognized time- 
buyer, backed up by his super- 
visors, decides which stations get 
the nod. Sure, there are excep- 
tions to the rule. Of course there 
are some account executives and 
ad managers that exert a heavy 
influence. But, by and large, the 



timebuyer is king. 

Reaching the timebuyer, and 
the other men and women who 
strongly influence a spot buy, 
is a job for a specialist. That's 
why the several thousand time- 
buyers (by job title and job 
function) who buy national spot 
read the broadcast books. More- 
over, they rely on them. They 
rely on one or two favorites al- 
most to the exclusion of all 
others. 

Buy broadcast books to give 
your national campaign impact 
where it will do the mo^t good 
. . . at least cost. 



a service of 

SPONSOR 



hnd A Crisis Is Born! 



Today's history wiii change before you finish this sentence. 

Our very existence requires an ever-growing abundance of 
news, factual and detailed, in order to cope with the events 
of our time. 

in the sprawling Southern California market, seven million 
can now depend upon "The News Hour" for information and 
insight. . .whether world-wide or at the community level. 

KABC-TV's iead-off hour of evening news is seen at six, 
Monday through Friday., .with Editor Baxter Ward, covering 
the hard news; Carl George, features reporter; Peter Miiier, 
special assignments; Jim Heaiy, sports stories and inter- 
views; Roy Mitchell, weather; and Ron Cochran with the 
ABC-TV news roundup. ° 



In Los Angeles. ..Set Your Watch 
for... "THE NEWS HOUR" 




M ARtf* Til Owned and Operated by American Broadcasting- Paramount Theatres, inc. 
IIHDV'II Represented Nationally by ABC-TV National Station Sales, Inc. 



FOCUS OI1 Florence See a picture of old Southern vivacity 

blended with the modern point of view. 

Florence represents the fourth largest 
single-station market in the nation. 
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RESIDUALS: fair or foul? 



► Tv commercial residuals top $15 million 

► Actors love 'em; agencies burn 

► Advertisers doubt system's fairness 

► SAG-AFTRA rates boost bookkeeping burden 



Residuals arc the magic world of 
money to even model, every 
member of Screen Actors Guild 
(SAG) , American Federation of 
Telex ision &: Radio Artists 
(AFTRA) American Federation 
of Musicians (AFM) , every agent, 



manager, and personal representa- 
tive in search of a dollar; to every 
mother lacking lucre but not lack- 
ing a cuddly tot, moppet, or still 
unweaued infant; and to many an 
'on the beach member' of Actors' 
Fcpiity, residuals mean big money. 



All of them, about 2.">,()0() indi- 
viduals, have heard about "the 
h\e-da\-old baby that was used in 
a soap commercial for tv and will 
have $20,000 iu residuals by the 
time she is teacly for college," and 
all of them want to tap the same 
magic money mine. 

Residual realities. The agencies 
and advertisers have also heard the 
same stoiies and, since they do most 
of the hiring and producing and 
all the paying for the t\ commer- 
cials, their knowledge cuts through 
the world of hearsay and faces the 
realities of residuals. 



SCREEN ACTORS 
GUILD 
1960 

COMMERCIALS 
CONTRACT 



AMERICAN FEDERATION OF TELEVISION MS RADIO MUSTS 
(AFTRAl 



1960-1963 
National Code Of Fair Practice For 
Recorded Commercials 
For Television Broadcasting Purposes 



TV WXORDKI) C.OMMKliCI Al> 



Can the rules for tv commercial residuals be justified? 

Upper echelon admen now studying the maze of regulations for residuals wonder whether the rules in tluse 
two hooks can he revised? An agency thai bills $100 million pa\s SI .5 million in residuals plus handling 
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* A. All Performers other than Groups and Extras 



( 1 ) On-Camera 


(2) Off-Camera 


Use 


Per-Use Rate 


Total 


Use 


Per-Use Rate 


( 11 W 9 1 J/1 Tit} A 

Total 


1 


$95.00 


$ 95.00 


1 


$70.00 


% 70.00 


2 


70.00 


165.00 


2 


55.00 


125.00 


3 


60.00 


225.00 


3 


48.00 


173.00 


4 


57.00 


282.00 


4 


45.00 


218.00 


5 


57.00 


339.00 


5 


45.00 


263.00 


6 


57.00 


396.00 


6 


45.00 


308.00 


7 


57.00 


453.00 


7 


45.00 


353.00 


8 


57.00 


510.00 


8 


45.00 


398.00 


9 


57.00 


567.00 


9 


45.00 


443.00 


10 


57.00 


624.00 


10 


45.00 


488.00 


11 


57.00 


681.00 


11 


45.00 


533.00 


12 


57.00 


738.00 


12 


45.00 


578.00 


13 


57.00 


795.00 


13 


45.00 


623,00 


14 


15.00 


810.00 


14 


9.00 


632.00 


IS 


15.00 


825.00 


15 


9.00 


641.00 


16 


15.00 


840.00 


16 


9.00 


650.00 


17 


15.00 


855.00 


17 


9.00 


659.00 


18 


15.00 


870.00 


18 


9.00 


668.00 


19 


15.00 


885.00 


19 


9.00 


677.00 


20 


15.00 


900.00 


20 


9.00 


686.00 


21 and 

each use thereafter 10.00 




21 and 

each use thereafter 7.50 




Guarantees and Discounts: 




Guarantees and Discounts: _ 










If prior to first Class A Us' 






discount for a guaranf 




Performer 


is <• 





S is permitted 

Talent loves them, clients loathe what these charts from AFTRA's code mean to 



Class A category, covering use on network programs, is 
where every performer hopes his spots will be used, and 



is relatively simple to figure. When spots are scheduled 
for local or wild use, then the actors gets less in resid- 



Aud those realities have sudden- 
ly raised :i rash among the more 
profit ieiil piopouenis of the el- 
fican of television as an advertis- 
ing medium. And since the lash 
raises hob with the profit picture 
of the -lA's niembei it is being 
studied by the top executive eche- 
lons of some agencies. 

In a nutshell this is the situa- 
tion: 

Residuals have been a pan of 
television since 1932, when video 
followed ladio into the nia/e ol 
mechanical i epi odiu lion of pro- 
grams and of ( oiiunei i ials. Radio 
had shifted fiom live to transcribed 



programing and the talent unions, 
awaie of what recorded music bad 
done to ihc AFM and lo live 
music, didn't wait for the inven- 
tion of video tape; tv already had 
its kinescopes and film was being 
used foi tv programing. 

Birth of residuals. A FIR A and 
SAG fought for and won the light 
to residual payments for the repeat 
use of an original performance. In 
those days when most tv prngi ant- 
ing was live, when, as one veteran 
producer put it, "live actois were 
the cheapest commodity in tele- 
vision," when television stations 
weie few, when many major mar- 



kets had only one station and few 
outside ol New York and Lo 
Angeles, had more than two ouH 
lets, the opposition to the idea ol 
residuals was perfunctory: most 
didn't caie and die few that did 
weie ignored. 

Today, with more than 500 
video outlets, with about 200 tele- 
vision inaikets, with television bill 
ing over the billion dollar mark, 
and with almost all television on 
tape or film, residuals began to 
bug die money men, the comptrol- 
lers, cost accountants and check 
signeis ol the agencies and ad- 
vertisers. 
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Los Ang«I«» 




176 and each 
unit thereafter 



B. Population Unit Weighting 

Using the I960 liureau of Census population figures for Standard Metropolitan Statistical Areas October I0fO 
the following population units are assigned for the term of this Agreement tor all cities other thin New Yorv' 
Chicago and Los Angeles, which an- specially treated in sub par. E of this Schedule 111 

(1) Each city with a population of 1,000,000 or less— 1 unit; 

(2) Each city with a population in excess of 1,000,000— 1 unit ior the first 1,000,000 and an additional unit 
for each additional 1,000,000 or fraction thereof to the nearest 1,000,000; 

(3) In accordance with (2) above, each of the following cities is weighted as specified: 

Population Units 

Baltimore 1 .707.402 2 

Boston 2,566,732 

Cleveland 1 ,7«>,740 .2 

Detroit 3,743,447 4 

Philadelphia 4,301,283 4 

Pittsburgh 2,392,086 2 

St. Louis 2,046,477 2 

San Kranci-co ,2.725.S4t 3 

Washington, D. C 1,967,682 2 

' -H of Fee Computation 



tv commercial residual payments 

jalsand the agency headaches really start. This is where 
profits start to shrink and where specialized specialists 



are required at the advertising agency to handle billing 
and paying. Most agencies have a talent payment staff. 



Telex ision programs which cost 
53.OO0 per half-hour in l'Jl'J, ns 
iuspcrtst' on CMS, now com §30,- 
K)0 per episode. Time costs are 
ligher. 'The networks opened up 
mil athertisers bought more spot, 
ireak ami participation announce- 
nenis ami more agencies billed 
nore in television. 

Rising costs. And with the in- 
rease in tv billing came a big in- 
rease in the cost of tv timebuying 
—which everyone knows — and a 
iimilarly big boost in the cost of 
ltlministering the complex residual 
lavments — which most did not 
enow. 



What the cost accountants 
learned, as they delved into the 
intricacies of attempting to hold 
the profit margin, was that as the 
number of commercials increased 
(and the 10-secoiul spot breakthru 
which legitimatized the quadiuplc 
spot format was the cue) so did 
the amount of residual payment 
bookkeeping. 

Today any active ad agency tv 
department has a separate talent 
payment staff, many of them using 
automated equipment, for volu- 
minous and involved cross indexed 
files with a cartl for each commer- 
cial, sponsor, performer, showing 



whether it is tape, film, li\e or 
radio (iadio also has residuals!), 
whether it's on camera, voice over, 
network, wild or local, etc., and 
also showing when it was first used, 
when it will be used again, when 
it is ihie for renewal, when pay- 
ments are to be made. etc. anil etc. 
ail infinitum. 

For example: an ageuc\ wiih 
5100.000,000 in hioaclcast billing 
will be lesponsible lor about 
51,100,000 to s,l,:")00.000 in resid- 
uals with payments being made 
in the form of perhaps 7.000 dif- 
ferent checks. Eat h check will varv 
in amount but, more important, 
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James Daly 

lie is repotted 10 make SI 00-1 50,000 a 
year for doing f'ainel spots exclusively 




Ernest Chappell 

For many years Glutppell made $.1 00.- 
000 ;i m.ii in lcsidu.ds liom Pall Mall 




Rex Marshall 

"1 lie voice for Glenn and Reynolds, he 
is one nf tew making over $25,000 



each represents a separate residual 
account; and each account must 
be notified in advance when their 
performance will he repeated, and 
payment must be made within 30 
(lavs. And more than one $2,000 
penalty lor undue delay in making 
payment has been lev ied and col- 
lected. 

Network payments. Since resi- 
dual payments run higher for com- 
mercials on netwoik tv than on 
non-network it is obvious that 
agencies with clients partial to net- 
work programs will have higher 
icsidiial payments and overhead 
than agencies specializing in .spot. 
And since few agencies will reveal 
their residual dollar payments or 
the number of residual accounts 
they administer it is difficult to 
obtain more than educated esti- 
mate of these overhead items. 

Residual payments, accoiding to 
individuals in a position to know, 
will run between It/, and 1%% of 
billing. With tv alone billing better 
than SI billion, residual payments 
represent about Si 5,000,000 for tv 
alone. 

To the agency billing SI 00,000,- 
000 the average of 11/0% residual 
billing means 51,500,000 in resi- 
duals. This is commissionable, and 
at 15 C ( means a revenue of $225,- 
000 less the cost of record keeping, 
bookkeeping, accounting, notifying 
and worrying about 7,000 separate 
accounts. What this costs no one 
knows. 

Clients irritated. What is known 
is that many a client has blown 
his corporate stack at being billed 
for commission on residual pay- 
ments; and that some agencies have 
solved this impasse by showing the 
client the welter of work involved 
.ind offering to turn the residual 
assignment over to the advertiser 
.■md drop the commission. Not one 
client has accepted the offer. 

Nor have clients been able to 
overcome the initation. To both 
the client and his ad manager— 
and to the to]) echelon executives 
at agencies — most of whom are 
luoic familiar with the nomencla- 
iiue of print advertising — -the re- 
sidual situation is intolerable 

"Only in bioadcast advertising," 
thc\ aigne, "do we pay a 'plate' 



cost every time we repeat an ad- 
vertisement. That tv commercial 
is our 'plate,' i.e., the type and the 
artwork or photo that is the ad- 
vertisement. In print we pay that 
'plate' cost once and only once no 
matter how many limes we run 
the advertisement. Only in radio/ 
tv do we have to pay the equivalent 
of the artist and the copywritei 
and photographer, printer and en- 
gravei even-time we repeat the in- 
sei tion." 

To agency people more familiar 
with bioadcast advertising prac- 
tices the residual problem is just 
another factor in doing business. 
To other agency executives, usual- 
ly those more familiar with the 
entire operation, the residual prob- 
lem is peculiar to broadcasting and 
one that gets bigger as the agency 
billings increase. These are the top 
brass who are bugged by the con- 
stant need to increase and improve 
their internal service staffs and 
operations, to divert skilled man- 
power and brainpower, to keeping 
down costs rather than using them 
for increasing revenue. 

Goldmine residuals. To these 
advertising and agency people 
every story about goldmine resid- 
uals is another jab of the needle. 
And of these stoiics there are more 
than a few. The trouble is they are 
practicattv impossible to verify — 
all the way. Some of these are: 

The familiar story about the 
baby in a soap commercial making 
520,000 from residuals. This has 
happened, but not to every babv 
and it will be closer to $10,000. 

'1 he also familiar story of the 
actress whose pooch earns moie 
than the actress doing dog food 
spots without residuals. 

The anecdotes about the two 
girl singeis with the ability tc 
sight read music who each earn 
5100,000 a year doing jingles. 

The Mice-of-life' family of foin 
that were on camera 10 second 1 
and earned 55.000 each thanks tc 
residuals. 

The S25 or $35 to 555,000 Ruil 
Jackson is supposed to have earnec" 
by doing Pledge commercials. 

The radio station in sunn; 
California that [ulie Conwav ant 
husband Robert Sherry bought— 
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supposedly with $80,000 she is re- 
ported to have made from saying 
"Ooli, thai Oxyclol spaikle" on 
radio commercials. 

$15,000 mildness. The .$15,000 
a vcar in residuals that Cy Harriet' 
is reported to receive for his voice- 
over tag, "And, the) ate mild," on 
the Pall Mall spots.' 

The professional hand models, 
about a cloxen all told, who get no 
residuals, but aie in such demand 
they purportedly earn $'10-50,0(10 
a year. 

The $100-150.000 cadi year 
James Daly is supposed to get for 
doing the Camel commercials ex- 
clusively. 

The $100,000 a year Krnest 
(.happell made from Pall Mall for 
so many years. The $100,000 a 
year Hill Shipley is rumored to 
earn from Prudential and Chase 
Manhattan spots. 

A classic anecdote about anent 
icsiduals that agency men quote 
concerns the late and extremely 
talented thespian Donald Bain, 
who had recorded the piping- 
voiced "Smoke Kools. Smoke 
Kools." commercial tag for radio 
use. Sonic years later the agency 
was taping a fresh batch of com- 
mercials and the replacement 
"Smoke Kools"' voice did not show 
up. Rather than scratch the entire 
session someone located a record 
that Bain had made years ago for 
use on radio, fed it into the sound- 
track and, so the story goes, Mrs. 
Bain now gets about SI0.000 a 
year from these residuals. 

Cold facts. Cut through the 
verbiage and some cold facts come- 
to v iew. Namely that there are no 
more than 100 members of SAC 
or AFTRA who earn $25,000 a 
year or better doing commercials; 
that few earn this for 10 years. 

These few, in addition to the 
aforementioned, include Rex Mar- 
shall, the voice for Cleem and 
Reynolds; Nelson Case for Ivory; 
Dick Stark for Remington; Ed 
Rennet's for Crest and Allstate; 
Joyce Jordan for Easy-all. These 
are the perennials, the old pros, 
always in demand, often on guar- 
antees, almost always above scale, 
and big money makers ev en before 
(Please turn to page 51) 



Two rep firms merge as VT&M 
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Exec nines ol newly ioimed Venard, Indict X: M< Council uic (standing, I i) v.p. 
and sec'y Stephen R. Riiitoul, executive v.p. Man I.. I orbel, v. p. Robert R. 
Allen, and v.p. Howard 15. Myers, and (seated) v.p. and treasmer (anies V. Mc- 
Conitctt and president Lloyd George Yciiard. Station properties are in .'it) states 



The merger of two radio/ tv sta- 
tion representatives this week 
created a new company, Venard, 
Torbet & McConnell, which will 
rank among the top ten of the na- 
tion's 52 station representatives. 

VT&M. the new fnm. was pro- 
duced by the merger of Venard, 



ly piesidcnt of Venaid, Riiitoul &: 
MtConnell, now becomes president 
ol VT&M. Eailier he bad been 
with Fdwaid Petty, (). L. Taylor, 
and with several stations. 

Alan L. Torbet, now executive 
v.p. of VT&M, was president ol 
'Ten bet. Allen & Crane, l arliei he 



Venard, Torbet & McConnell formed 
Successor to VR&M and TA&C in top ten 



I 



Riiitoul & McConnell, a New York- 
based company, and Torbet, Allen 
& Crane, a California organiza- 
tion. The new station representa- 
tive will have radio and tv prop- 
erties in ;i0 states. 

'The former Venard company had 
ollices in New York. Chicago, De- 
troit, and Dallas. Torbet had of- 
llices in San Francisco and Los An- 
geles, with athliations in Portland, 
Ore., Seattle, and Denver. In ael 
diiion, 'Torbet, Allen S: Crane bad 
a 50% interest in the Dallas olfice 
of Venard, Rintoul S: McConnell. 

In 1060 the two reps began a 
mutual alfiliation agreement, joint- 
ly representing a list of stations. 

Llovd Ceorge Yernard, former- 



managed or owned properties in 
Poitland, Sacramento, and San 
Francist o. 

James V. McConnell is v.p. and 
treasurer of the new company, and 
Stephen R. Rintoul is v.p. and sec- 
retary, both based in New York. 

V.p. Ilowaid B. Myers will head 
the Chicago and mid-western divi- 
sion and Robeit R. Allen will be 
San Francisco v.p.; in addition, 
managers will include fames A. 
Brown in Detroit, Al Ila/elwood 
in Dallas, and N. Arthur Astor in 
Los Angeles. 

Further expansion of ofhtes and 
personnel will be announced short- 
ly, including an expanded head- 
(pinners in New York. ^ 
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Programing chess moves at NBC TV headquarters 

Industiy observers were not sin prised when Mori 
Werner (1). XBC 'I V v.p., programs, got Jem 
Chester (above), fonneih of ABC TV as No. 2 



New faces in NBC TV program posts 



► Finally, Werner lands Jerry Chester 

** Grant Tinker's skills to be used on Coast 

► Ed Friendly to beef up the specials 



An}' reasonablv accurate at count 
of what has been happening 
among network piogram executives 
recently, in.solai as jobs and titles 
ate concerned, would call lor a 
finely en bed load map and the un- 
doubted skill ol a Vasto da Cania 
to icad and eompteliend. 

Call ii what you will -the musi- 
cal (baits gambit, die t evolving 
door i online, the complex and in- 
timate netwoik of paths leading to 
and fiom jobs, the gamesmanship 
in filling program clepaitmeni va 
(amies- nothing like the current 
personnel (lunges among network 
ptogratuers has ot tuned in a long, 
long time. 

But one thing appeals teiiain, 
as a result of the many comings 
and goings among program chief- 



tains and their numerous sub- 
alterns, there is unbounded joy on 
the lourth floor (NBC TV's 
program-planning citadel) at 30 
Ro(kefelln Pla/a. 

Mott Werner. vice president, 
programs, foi NBC l"V, reached 
out foi (.hand Chester, who had 
done a massive job as \ice presi- 
dent in charge ol daytime pro- 
graming at ABC 'I V and offered 
1 1 i in what was obviously the choice 
number two program slot at NISC 
TV. 

No. 2 programer. Chester, who 
woiked with Werner in the old 
days at Xl'.C, was asked if he would 
like lo lake (barge of piogram ad- 
ministration, which meant an op- 
portunity to display his unusual 
creative abilities in both day- and 



nighttime programing. At ABC 
TV his talents were restricted 
largely to fashioning die web's 
(lav time structure, something which 
he had pel formed with expertness 
and acumen, according to informed 
observers at West fifith Street. 
Those (lose to the programing pic- 
inre at ABC TV insist ihat Ches- 
ter's concept:, regarding daytime 
programing were largely responsi- 
ble lor the web's virtual sellout of 
the new season's morning and af- 
ternoon goodies. 

Along with i lie appointment of 
the 10 year-old Chester as No. 2 
man, Werner promoted Gtant 
Tinker from vice president, gen- 
eral progiam executive, io vice 
president, program operations, 
West Coast. This means that Tink- 
er will be second in command un- 
der Felix Jackson. \ ice piesident, 
XBC TV programs. West Coast, 
and will move his office to the 
XBC offices in Bui bank, Cal. 

Werner also named Edwin S. 
Fn'endlv as vke president, special 
programs, giving the latter an op- 
poiiunity to display his talents in 
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are now in hands of these master tacticians 



Recent clccplv significant NBC IV personnel changes: C.niiu linker (1) was 
pnmioicd from v.p.. general program executive, 10 \icc piesidcm, pio^raiii op- 
erations, Weil Coast, anil I'M l"i ic'iidlv Jr. ft) named \ .]> . special programs 



specials. Friendly, in a measure, 
picks up the ( Iioics left 1)\ l.csiei 
Gottlieb, who lias resigned. Some 
o! tlie specials Friend I) will spend 
time on are the I'urex "World of 
. . ." series of six shews; Dul'onl 
Show of the Week (se\cu original 
diainas); Danny Kaye Shale spe- 
cial; six Bab Hopes; (i\e Hallmark 
productions including "Teahouse 
of the August .Moon" and "Cyrano 
tie Bcrgcrar." Fun on Broadway, 
an Abe Burrows creation not yet 
sold, is also something Friendly 
w ill look after. 

Influence seen. It is, however, 
the Chester appointment that is 
calling forth special hosannahs at 
NBC. Nor is this mo\c \ iewcel 
with am thing less than high opti- 
mism in other sectors of Broadcast 
Row. In Chester, \icleo program- 
ing savants sec a wise figure who 
will undoubtedly exci t great and 
discerning influence on programing 
matters at NBC. 

Chester, according to those in- 
terviewed by sponsor last week, 
brings to television the penetrat- 
ing critique of the twentieth cen- 
tury scholar, excellently blended 
with the enormous enthusiasm and 
sawy that one is apt to find on 
occasion in the higher precincts 
of Madison Avenue. But this guv 
certainly is no stuffy egghead, make 



that perfectly, cleat, they say. 

Chester made his maiden ap- 
pearance at NBC back in 195:5 as a 
Ford Foundation scholar stitching 
the rise of television, lie staved 
through 1957 as a general program- 
ing executive. During this period 
he observed much, while working 
with such knowing figures as Pat 
Weaver, Ted Pinkltnm, Werner, 
and others. From NBC he went to 
Ted Bates where lie also worked 
with Pinkham. It was while at 
Bates that ABC nabobs spotted his 
talents and asked him to set up the 
new web's daytime program strur- 
tuic. Tom Moore had already suc- 
ceeded James Aubrey as top pro- 
gram man at ABC when Chester 
arrived there. 

Strong threesome. In creativ- 
ity and administration, this means 
added strength, Werner said, 
when he announced the appoint- 
ments of Tinker, Chester, and 
Friendly. "Grant "Pinker, in the 
short time since he has returned 
to NBC, has handled a large num- 
ber of special assignments in the 
program department with distinc- 
tion and success and in the course 
of so doing has earned the respect 
and admiration of Mr. Jackson and 
his associates on the West Coast 
and the NBC management, as well 
as our program suppliers, otir ad- 



veitiscis, and theii agencies," Wer- 
ner said. "Jot i y Chester has 
achieved lor himself an industry- 
wide i c*pi 1 1 a t ioti as a piogiaiu ex- 
ecutive ol gicat skill and ingenu- 
ity. I am delighted that NBC will 
continue to have available the long 
and vaiied experience of Fcl 
Friendly in the aiea ol special pro- 
grams and in handling assignments 
ol high prioiity for me. The result 
of these appointments will be to 
place highly qualified ptogiam ex- 
ecutives in responsible positions 
whcie they can make best use of 
I licit capabilities. '1 his will en- 
able us to move ahead with still 
gi cater speed in ptograni cieation 
and development and in planning 
lot the future." 

Network control? Chester told 
sroxsoR ii wasn't easy for him to 
leave ABC where he had made 
many friends, but the opportunity, 
lor broader scope, more variety at 
NBC prompted him to make the 
move. "It's a more challenging 
job," he said simply. When inter- 
viewed, he was as calm and un- 
rullled as the Gautama Buddha. 
Chester is not a loud speaker; 
there is softness and clarity at all 
times in his speech. Amid the many 
chores of the moment, he was also 
called upon to select new drapes 
for his office. The new olfue is 
considerably larger than the one 
he previously occupied some 50 
feet away. 

'Fhe subject of network control 
over programing arose during the 
interview. A number of agencv 
program chieftains, it appears, have 
been complaining that they have 
little to say about what goes on the 
nil over the networks. Agencv pio- 
gram lads arc saying, in essence: 
'"Flic networks arc stifling our 
cicativity!" 

In Chestci's opinion, the hour- 
long piogram and minute commer- 
cial changed the concept of com- 
mercial programing and conse- 
quently gave the netwoiks viitual 
control of piogram content. He 
thought the magazine concept was 
a good thing. lie made it clear, 
however, that netwoiks wcic in 
continuing consultation with the 
(Pletisc linn In page 52) 



SPONSOR / 10 SEPTEMBER 1962 



33 



If Hollywood did 
"The FCC Story" 

What the Hollywood scene might be if 

ever the moviemakers film "The FCC Story," 
as humorously imagined by W. F. Miksch 



Scene: A story conference is in 
progress at the Beverly Hills pool- 
side office of Druid J. ("Dec fay") 
Promissory, veteran movie produc- 
er for Behemoth Studios. The 
Great Man himself, wearing gold 
lame swim trunks and smoking a 
prc-Castro cigar, is reclining in a 
throne chair which was discarded 
during the filming of Cleopatra 
because it was considered too ro- 
coco. At his right, draped over a 
rubber beach toy replica of Anita 
F.k berg, is famed director Flam- 
berto Fossilini, still wearing the 
ski togs he had on when sum- 
moned to Hollywood from vaca- 
tion in the Pennine Alps. Fossilini 
is amusing himself by pitching 
heated pearls at the lovely starlets 
splashing about in the pool. Oscar- 
winning script-writer Hy Bracket, 
looking quite conventional in red 
beard and turquoise mnii-muii , is 
pacing the jewel-studded tiles and 
riffling through the script he has 
fust completed for The FCC Story. 
An artificial, vitamin - reinforced 
sun hangs over a nearby yardarm, 
xt'hile from an adjoining studio lot 
comes the sound of violent ham- 
mering and sawing. Promissory 
rises angrily, goes over and pounds 
on the rear of the set. 

Promissory: (Shouting) qtiEi ! 
A little more quiet over there! 
(Returns to throne muttering, as 
sawing and hammering subsides) 
Ben Casey's opciating on some pa- 
tient again. That's what we get 
for renting out our sets to tele\i- 
sion piodurersl 

Bracket: Don't worry, Dee fay. 



You ean throw 'cm all oil the lots 
after we do The FCC Story. The 
way I figure, it ouglita gross at the 
very least — 

Fossn.iNi: Ah, si! Molta moneta! 
And we shoot it in Europe. 

Bracket: (Aghast) In Europe! 
Shoot The FCC Story in Europe! 
Hut we can't do that! Why the 
Federal Communications Commis- 
sion is as American as . . . well, as 
blueberry pie! 

Promissory: Take it easy, Hy. 
Fossilini's got something. We 
should shoot in Europe. 

Bracket: But most of the action 
takes place at 12th Street and 
Pennsylvania Avenue in Washing- 
ton, D. C. 

Fossilini: So we switch it to the 
Piazza Yenezia. Very pretty. Lots 
of pigeons — 

Bracket: Pigeons! Who needs 
pigeons? 

Fossilini: The pigeon she is sym- 
bol of communications ever since 
she fly bark to Noah's ark with 
olive — 

Bracket: That was a dove! 

Promissory: Gentlemen, please. 
It's settled. We shoot in Europe. 
Also it'll sa\e us money on extras 
for the mob s< enes. 

Bracket: Mob scenes? What 
mob scenes? 

Promissory: The storming of 
the House Special Subcommittee 
on Legislative Ova sight by angry 
peasants in 15)59. The triumphal 
march of Newton Minow up Madi- 
son Avenue with elephants — 

Bracket : But there's nothing 
like that in my script! 

Promissory; Then put 'em in. 



That's why the studio supplies you 
with pencils, Hy. Another thing, 
1 rather like Fossilini's concept of 
the pigeons — 

Fossilini: (Beaming) Ah, si. We 
open with the credits superimposed 
on a wide angle shot of the blue 
Mediterranean sky. Then out of 
a corner of the screen comes a lit- 
tle pigeon and flies slowly across — 

Promissory: Yes, yes. Go on — 

Fossilini: When suddenly — 
Poufl Out of the sky dive a hawk! 
And he grab the poor little 
pigeon — 

Bracket: Now wait a minute! 
That's carrying your camera sym- 
bolism too far! You're making the 
FCC look like the villains of the 
piece! 

Promissory: Hy's right, Fossilini. 
Maybe you could have the hawk 
just fly over and scold the pigeon a 
little — ? 

Bracki t: Look, Deejay, I've al- 
ready written the script. Won't 
you both please let me read it? 
(Promissory adjusts his sunglasses 
to "Supcr-Darh" and settles back 
for a nap; Fossilini resumes pitch- 
ing pearls at the starlets) . Okay. 
Now, The FCC Story opens with 
the faint beeping of a wireless ra- 
dio key which will increase in 
volume until everyone but the very 
deaf are driven from the theater. 
Then we run a creeping title that 
reads: "The following colossal 
story is dedicated to that intrepid 
little band of stout-hearted men 
who have served as the guardians 
of our air waves since 1934 — " 

Promissory: (Waking up) 1931! 
Is that as far back as you stait? 

Bracki. r: It's when the FCC 
started, sir. 

Promissory: Well, star t it earli- 
er! Any fool knows that the big 
mone\ makers in the picture in- 
dustry have all started way back — 
Cleopatra, Ben Hur, King of Kings. 
Win even Gone with the Wind 
was back in 1 860 or 1776 or some- 
thing — 

Brac kit: Yes, sir, I'll change it. 
Anyway, our story begins as the 
camera pans in on the offices of the 
FCC in the Post Office Building in 
Washington — 

Fossn.iNi: In Rome. 
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Brackit: Okay, Rome. It is cof- 
j fee bieak time, and Sammy Davis, 
Jr., who is the commissioner in 
charge of station applications west 
of Las Vegas, is singing to Li/ Tay- 
lor who works as a monitor of (lay- 
time tv shows. Miss Taylor is 
dancing on a desk top as Davis 
sings, 

"Oh, the FCC 

Is the life for me — " 

Promissory: Stick to the story 
line, Ily. When I want you should 
write music, I'll put it in your con- 
tract. For music, The FCC Story 
budget should he able to get Rod- 
gers or Abe Burrows — 

Fossit.tNi: And make him stop 
casting all the parts. After all, 1 — 
Fossil in i — am the director! 

Bru.km: All right, all right. 
Well, all of a sudden, in walks the 
chairman of the FCC himself! 

Promissory: Newton Miaou*? 

Brackh: No. Gary Grant. 

FosstLt.vi: (Angrily) lie's cast- 
ing my show again! 

Pro.missorv. (Thoughtfully) Xot 
bad though. 1 can sec it now in 
lights over Broadway and in the 
newspaper ads: "Together at last 
—Grant and Taylor in The FCC 
Story,' The guilt ami glory of a 
mighty passion! Inflamed desires 
and illicit commercials in the sin- 
sodden world of television! Arc 
i you adult enough to take The FCC 
Stoty? Nobody — absolutely nobody 
— will be seated dining the last 30 
ic minutes of this picture!" 

Bracket: Yes, yes, Deejay. Pun 
to continue: Can Grant glares at 
Miss Taylor ami at the chorus of 
100 dancing girls from the typist 
pool, and says, "This is a vast 
wasteland!" Well, that's the cue 
for Judy Garland to pop up and 
sing. 

"Somewhere over the wasteland, 
Bluebirds — " 

Promissory: 1 warned you be- 
fore. Stop with the music busi- 
r ness! 

Fossilim: (Dreamily) 1 can sec 
it all — this vast wasteland. Miles 
and miles of arctic tundra — like 
you find in Spain — with nothing 
but a mushroom here and a cari- 
bou track there, when far in the 
distance out of a menacing skv, 
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made twite as menacing In the 
Cheat Fossiliui's camera hhcis. 
comes winging this iin\ little 
pigeon — 

Buukm: Let mo finish, willya? 



( .uitai c hoi els pic k up .is Miss Cu 
land stops singing, and the clooi 
opens, and in walk hhis Pieslr 1 
and Fabian. Fhis plays a station 
opeiatoi in the O/aiks and Fabian 




is his son to whom he lias willed 
the station became he doesn't be- 
lie\c in life insurance. Only now 
he has tome East to — 

I'ossit ixi: To Rome. 

Uryckft: — to find out why the 
FCC hasn't renewed his license, 
and he says he'll fight the ease 
right u]) to the highest court in the 
land whith is Bobby Kennedy 
plaved by Peter Lawfonl, when 
suddenly Miss Taylor steps for- 
ward and strips oil her sequin 
gown to reveal a red-white-aud- 
blue bikini with a sheiifl's star on 



one knit. Says Li/: "1 am a secret 
agent lor the NAI1. When did you 
last i tin a public ailairs docu- 
mentary?" Presley is loaded with 
(bains and hauled ofl in a tumbril 
to Capitol Hill as the entire .Mitch 
Millet glee club enters singing, 
"To a heaiing we must go, 
Tell the networks. Mo, ho, ho — " 
Fossii.ini: (Enthused) And then 
the gladiators, and the Legions 
from Caul, and Hadrian with a 
thousand chariots — 

Promissory: By George, you've 
got it, Bracket! Let nie get on the 



phone to our bankers in New 
York. Just think, until a few years 
ago who ever heard of the FCC? 
Now when we tome out with this 
smasheroo, everybody will be well- 
informed! By the way, how many 
commissioners are on the commis- 
sion? 

ISRAc.Kri : Oh, ] researched this 
good, Deejay. There's a chairman 
and six members. 

Fossn i.\t: Ah, si. Six members — 
tlnee boys and three girls. Agreed? 

Brackkt: Agreed. Phis a cast of 
thousands ol broadcasters. ^ 



Home-town tv and the soft-drink war 



Coke's Sprite makes hit in Mississippi 
Pulse study shows before-after impact 
Sales rise 43% after 6 weeks of tv campaign 



That greater use of home-town tv 
nations may become an impor- 
tant phase in the contest between 
the soft think giants (as delineated 
in sponsor on 25 June and 13 Au- 
gust) is indicated in a study taken 
by Pulse this ve.'tr whith dramatic- 
ally demonstrates the effectiveness 
of a campaign on one such station 
in Mississippi to create sales im- 
pact foi Sprite, a new Coca-Cola 
pioduc t. 

As a result of the tv campaign 
in the Hattit'sbuig-Laurcl market 
on \VI) \M-TY, national advertis- 
ers and advertising agencies have, 
leason to reconsider the use of 
home-town tv stations whith very 
often are bypassed because they 
cover an area which is also readied 
by stations in nearby bigger cities. 
In this case, Wl) AM TV (an NBC- 
ABC affiliate) lies between the ad- 
jacent cities of Laurel and llattics- 
burg, which aie Hanked by Jack- 
son and Meridian. 

Before and after. Peihaps the 
most intei esting part of the Pulse 



survey to advertisers is the response 
to the question: IV hat brands of 
soft drinks have you purchased in 
the ()<til two -weeks? A week before 
the campaign began on WDA.M- 



TV, 1 . 1 % of the interv iewees named 
Sprite; six weeks later, 41% named 
the new brand. ("oca-Cola led with 
61. 9°,' and /•!%, respectively. 

"'1 he introduction of Sprite to 
the l.aurel-llattiesbuig market," 
said Marvin Reuben, WDAM-T V 
general manager, "prov ed an ideal 
opportunity, one for whith our 
station had longed yearned, to 
gather documented proof that 
'outside' stations cannot create the 
sales impact of home-town t\." 

The station's campaign began 




An auspicious beginning — egg makes pitch 

The introductoi \ campaign for Sprite used "talking" eggs which looked like hu- 
mans. Agencv calls this the "egghead scries." Follow- up was nioie standardized 
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Executives toast success of new soft drink campaign for Sprite 

k)n hand as Sprite, tlic new Cora-Coin soft drink, is processed ;ii the Oofndola Entiling Co., 1 1 .ittiesbtng, Miss., is Martin 
Reuben (1), WIUM-TV general manager, and R. S. (Hick) Thomson, snlcs and advertising m;iiiager of the Coke plant 



.tlx in i II months niter a Sprite tv 
newspaper campaign began in 
nearby Jackson and about ciglu 
months after the campaign began 
in Meridian. The campaigns, 
which are still running, all were 
initiated by the bottlers in the lour 
cities. The Laurel I lattiesburg bot- 
tlers are .sharing the cost. 

Budget allocated. The latter 
bottlers allocated 87% of the budg- 
et to WDA.M-TV and the remain- 
der to radio, billboards and print. 
I here are two newspapers and 
seven radio stations in those cities. 

Before the campaign got under- 
way in Hattiesburg and Laurel, 
Reuben called in The Pulse or- 
ganization to test the brand aware- 
ness and buying habits of resident* 
in that market, and also to lest the 
influence of "outside" stations. 

The personal interview Annex 
was conducted in Jones and For- 
rest counties, the home counties of 
Laurel and Hattiesburg, respective- 
ly, There were two waves of intcr- 
\ iews: the first, numbering re- 



spondents, was conducted the week 
of 2t> .March (one week before the 
campaign began); the second, num- 
bering Sdt) diflerent respondents, 
was conducted six weeks after the 
new Coke product bad been ad 
veitiscd on WDAM-TV, 

Comparative coverage. Data 
from ARI5 and Nielsen establish a 
base for comparing the coverage of 
the tv stations in ibis area. 

The Pulse study consisted of four 
questions, one of which already has 
been mentioned. The others were: 

• 117/(7/ brands of soft drinks 
ran you name? In March. 15. 7' ,', 
named Sprite; in May. 77.5% 
named it. 

• What brands of soft drinks 
have yon seen or heard advertised 
recently (and where)} In March, 
12.1% saw or heard Sprite mes- 
sages— 8. -1% on tv; in May, 75% 
saw or heard Sprite ropy— (ii).5% 
on tv and 7% on radio. 

• IV hat do you remember seeing 
or hearing about this brand? In 
March, only three points were 



mentioned; in May, eight cop- 
points weie mentioned, including 
"tingling tartness." "lemon-lime 
taste," "gieen bottle," "sparkling," 
"'bubbles and bells," "made b) 
Co< a-Cola," and "pretty jingle." 

Types of messages. The com- 
mercials were prepared by the Mc- 
Cann-.Marschalk advertising agency 
which represents the Kama lievei 
age Co., a division of Coca Col. i 
that makes the Sprite syiup 

The messages aie filmed min- 
utes and 20s, one of which is in 
color. '1 he commercials which in- 
troduced the campaign aie called 
the "egghead series." These aie 
slop motion messages in which 
eggs with "human" faces deliver 
the pitch. 

This series was followed by the 
"kaleidoscope scries" of live action 
messages. 1 he kaleidoscopes are of 
two kinds. The fust batch is of 
the "beautiful" type— music track, 
mood shots, etc. '1 he second batch 
uses the '"very candid" approach. 
(Please tin n to page j.°>) 
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The only brother act in timebuying? 



Frank Pfaff buys American Chick at K&E 
Bud Pfaff buys Guldens, Welch at Manoff 
Other members of family in advertising 



II theie is more than one brother 
a< I in timebuying (see Time- 
buyer's Corner, 3 September) be- 
sides Frank and Hud I'fall, the un- 
known panics have not yet come 
foiward. And if the Pfalls are the 
only brothers in the act, they came 
by it honestly, for nearly their 
whole family is in advertising. 

First there are the Pfaff brothers 
— Bud and Frank. Young, good- 
looking and only a year apart in 
age, both shaie strong feelings foi 
their lespecthe timebuying jobs. 
Not without reason, however, for 
advertising "blood" runs thick in 
theii familv. So much so. that 



while most families center their in- 
terest on iv or radio piograms, the 
Pfall's concentrate on the commer- 
cials. 

Advertising comes naturally to 
the Pfalls. The boys' father, Alex- 
ander, was until his retirement a 
space salesman for the. New York 
Times for more than '15 years. 

The sisters -two of them — had 
until their lespecthe marriages, 
woiked for advertising agencies. 
One, Jackie, now Mrs. Brian 
Keanc, was in research at J. M. 
Mathes. Jane, the other sister, was 
employed as a secretary at die Biow 
ageiuv and is now maiiicd to 



George Kohnken, a copywriter at 
Bates. 

In addition, Bud's wife (he was 
married earlier this summer) , the 
former Rose Marie Ricciuti, is sec- 
retary to Mrs. Cecilia Mtibooney, 
business manager of the radio/tv 
department at Benton 8: Bowles. 

With an advertising oriented 
group such as the Pfaffs', it is un- 
likely that family get-together din- 
ners lack for stimulating trade 
talk. "Sometimes," says Bud (whose 
real name, incidentally, is Alex- 
ander) "we stay up until four 
o'clock in the morning just hash- 
ing over business and kicking 
around creative ideas with George" 
(the copywriter) . 

Although Bud is married, 24- 
year-old Frank is still a bachelor. 
With only one year separating 
them in age, both grew up closely. 
They were graduated from Flush- 
ing High School and State Univer- 
sity of New York at Farmingdale, 
Long Island. 

Parting Of ways. The first part- 
ing came when Bud decided to 
volunteer for the army and Frank 
decided to work for a while be- 
fore entering the service. 

Frank applied to Kenyon R: Eck- 
hardt and was hired as a mail clerk, 
lie woiked his way up to time- 
bin ing and was assigned to Amer- 
ican (.hide in October 1961. 

After military service, in Aug., 
11)59, Bud joined McCann-Erick- 
son where lie worked in the agen- 
cy's studio. A month later he left 
thcie and joined Reach M( Clinton 
wheic he woiked as an estimator 
until six months ago when he went 
to Richard K. Manoff. At Manoff, 
Uriel buys on the Gulden's Mus- 
tard. Bumble Bee, Welch's and 
Old London accounts. 

Both of the boys confess they 
find their work intensely interest- 
ing and exciting. They'll follow 
tlnough until they reach their ulti- 
mate goal management level in 
bioadc asting. ^ 




Sibling buyers do "homework" 

Figuiingout ways lo beiur timebuying methods ohm keeps Kud (1) and Kraut 
,iu ike u n I i I c.iih iiloliiiiiK hours joined olicn In ComwriU'i biolliei in law 
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's Passengers . . . Small in Number . . . Definable 



3.3% 



2.9% 



tsx 



2A% 



1.7% 




Fly I s 

Frequently I A 



Today's airline problem is seen in a nutshell 

Opinion research study made for American Airlines highlights the need for expanding number "f air p.i-st ngers. riven among 
Ametuans with incomes over $10,000 a vear, 83.5% fl\ infrequently or never. Aii lines must open up vast new markets 



SPECIAL INDUSTRY REPORT No. 1 

AIRLINES: why spot radio can help 



Airline load factors at 20-year lows 
Only 3% of Americans fly regularly 
Lines must build new customers 
Targets: suburbanites-over $7,000 
Radio provides best marketing answers 



££l|le fat e the air marketing chal- 
fflenge of the jet age," says R. 
E. Johnson, sr. \.p. for sales and 
advertising. United Airlines. 

Johnson's 1 emark summarizes, but 
by no means dramatizes, the really 
staggering sales problem confront- 



ing United and the rest of the na 
tion's aii lines. 

The problem in brief is this: 
costly equipment is operating w 
the lowest passenger load factor in 
20 years (51.7% in the 12 months 
ending April 10, 1962) 2. far too 



th 



few Americans travel by air (78% 
have nevei flown; 97%, don't fl\ 
frequently) 3. new methods must 
be found to increase the size of the 
air travel niaiket. (The old meth- 
ods haven't worked so far.) 

What are needed, say airline 
leaders, are new creative techniques 
in market, media, and message 
planning. And alert radio men 
who have studied the air travel 
stalemate aie convinced that radio, 
because of its special characteristics, 
can provide more answers for air- 
line executhes than any other ave- 
nue of advertising. 

Typical of the new "maiketing 
problem" approach to radio celling 
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Suburbia . . . Region of Greater 
Purchasing Power 

I 

Family Income 42% Higher Than in 

Metropolitan City Centers 




Home Ownership j 34% Higher 




Airlines must seek customers in higher income groups 

To expand the air travel market airlines must look foi new customers in higher in- 
(iimc groups (o\ei $7,000). Host prospects in ftiburbs of large mctiopolitan ideas 



now being employed by leading v.i- 
dio station representatives, is the 
series of airline presentations being 
given by CBS Radio Spot Sales, un- 
der the direction of vice president 
Maui ie Webster. 

Following are highlights of the 
CBS Radio studies, presented here 
as a service to all airlines and their 



agencies, and to the entire radio 
community. 

Non-flying Americans. At pies- 
ent the 2! domestic airlines and the 
29 other international carriers with 
flights to and from I'.S. airports are 
getting theii business from a star- 
llingly small percentage of the 
American people. 



According to a recent Opinion 
Research survey only 3.3% of the 
I'.S. public flies leguhnly. And this 
diminutive group has certain strik- 
ing characteristics: 88' ,', generally 
spec it) the airline they travel on 
(high brand preference apparent) ; 
7.'i" 0 aie business, professional and 
technical experts (86% of these on 
expense accounts) ; and 52% earn 
over $10,000 a year. Obviously fly- 
ing appeals to higher income 
groups. 

Hut the figures on Americans 
who don't fly frequently are consid- 
erably more astonishing. For in- 
stance, 8">. 5% of the public who 
have incomes oxer SI 0.000 don't 
fly fi equently . 

And the predominance of the au- 
tomobile for inter-city travel is so 
overwhelming as to be almost ab- 
surd. According to Lou Davis in 
Flying foi pine 19(52, the airlines 
caniecl 30,800,000 people in 1960, 
the mihoads 15 million, buses 20 
million, and automobiles a whop- 
ping GS."> million. 

The Opinion Research survey 
pointed out that if the airlines 
could get as little as 1% of all 
motorists making journeys of 100 
miles or more they would increase 
ait travel mileage by 5%. 

Redefining the market. Obxi- 

ously the fust step for the airlines 
in "meeting the marketing chal- 
lenge of the jet age" is to define 
their marketing objectives in terms 
of where tomorrow's expansion 
must come from. 

It seems apparent to CBS Radio 
Spot Sales executives that to win 
substantial new business the air- 
lines must concentrate on: 

1. Motorists. Trying to capture 
l r ,' to 3% of all who make long 
automobile trips is considered a 
reasonable objectixe. 

2. fftfjer income groups. The 
costs of air travel make it apparent 
that best prospects are in the oxer 
S7.000 class, which will be expand- 
ing at the late of one million new 
families a year in the next decade. 

3. Larger markets. The larger 
markets haxe larger proportions 
and numbers of higher income 
families (27.2% of all U. S. fami- 
lies haxe incomes oxer $7,000, 



Suburbia . . . Region of Greater 
Air Travel 

Air Trips Per 10,000 Population 





TOTAL 


Business 


Personal 


N. Y. Metro Area 
Nassau, N. Y.«. »• 


1562 


826 


736 


3303 


2142 


1161 


Westchester, N. Y.~™~, 


2449 
2226 


1473 
1 1497 


976, 


Bergen, N. J.**,** 


729 


Morris, N. J. 


2201 


1383 


818 


Union, N. J.«™ 


2179 


1201 


978 


Fairfield, Conn.*™*** 


1837 1 


5 1202 


635 



Study shows suburbanites fly more 

Even among small group who now fly, studies .sue li as that foi New Voik (abo\e) 
show tlearlv that stibuibauites llv mote for both business and pleasnie purposes 
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Radio Reaches The Suburbs 

New York 26 County Area 



Radio 






Marion 




UouicnQnor 


10* 


Counties 


10'X'- Couitus 


"A"l 


125 


"A" 11 


"B" 1 


120 


"B"H6 


"C"l 


126 


"C"H9 


"D"l 


123 




"E" 1 


124 


U E"B5 


"F" 1 


125 




"G" 1 


125 


"G"H5 



How newspapers miss the airline market 

l'hotigh airlines nrc heavy nscis of newspaper ads, ^indies in almost any large 
city area show newspapers weak in reaching rirli suburbs where radio does a big job 



wheicas .iy.{)"(, of families in the 
consolidated New York Cm area. 
§8.1% in the consolidated Chicago 
area, ?S8%, in the San l-'i an< isco- 
Oakland aiea, 15.:i% in the Wash 
ington, 1). C, aiea t<ip ih.it figure) . 

•1. Suburbanites. Studies i leai h 
Indicate that both present and po- 
tential airline custmncis are eon- 
fentiaied in metropolitan subui- 
ban aieas. 

Importance of suburbia. With 
fainih iiuoine 12% higher in the 
suburbs, than in metropolitan city 
renters, ii seems onh reasonable to 
expert that subui banites would do 
more tra\ eling by air. 

Solid evidence of this is provided 
in a survey maile In the Fort of 
New York Authoiiu which oper- 
ates ldlewikl, La Gimrdia, anil 
Newark airports. According to the 
l'oit Authority, the suburban New 
York counties of Nassau and West- 
chester, N. Y., Bergen. .Morris and 
Union, N. ),, and Fairfield, Conn., 
turn up 20% to 120% more air 
trips per 10,000 population than 
do the counties in the metro N. Y. 
area . 

Furthermore this edge for the 
suburbs is apparent in both busi- 
ness anil personal air travel. Nas- 
sau Count}, for example, showed 
2.112 business and 1,161 personal 
air trips per 10,000 population 
compared to figures for the metro 
counties of 826 and 730, 

The inescapable conclusion from 
such data: i lie suburbs of the U. S. 
are both the best actual and best 
potential air travel markets in the 
coutury. 

The suburbs and radio. Adver- 
tising men, scanning these findings, 
will discover here the hist impor- 
tant reason why radio, more than 
any other medium, can help solve 
the airlines' "marketing challenge 
of the jet age." 

For radio, in sui\c) after survey, 
has shown that it does penetrate 
the rich suburbs, while newspapers, 
long an airline advertising favoi- 
ite, ha\e conspicuously lagged in 
suburban coverage. 

The survey used by CHS Radio 
Spot Sales to emphasize this point 
dealt with the 26-couniy influence 
of seven New York radio stations 



anil seven New York newspapers. 
(Similar studies have been made by 
others for almost cvciv major mar- 
ket in the I". S. with similar ic- 
sults.) 

The CBS Spoi Sales findings 
showed that, based on the ability 
of each medium to reach at leasi 
10% of the families in cadi county 



at least once a day. lire radio sta- 
lir. ns weie far in the lead. 

Only one ncwspapei could claim 
to deliver 10' , of families in all 26 
counties, while the others achieved 
penetration tanging from one to 
nine counties. 

By contrast, the radio station 
with i lie pooiest penetration 



Airline data of CBS Radio Spot Sales 

This article on "Airlines: why spot radio can help" is 
No. 1 in a new, major SPONSOR series, dealing with 
the specific problems of specific industries, and 
how they can be solved by creative radio market- 
ing and advertising. 



Data for each article are supplied by a major radio 
representative firm. All background material for 
this story on airlines was researched by CBS Radio 
Spot Sales. Data for the next article, on life insur- 
ance companies, will be furnished by John Blair. 
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Air Travelers are Radio Listeners 

Weekly Listening 
who how long 
Professional Men 90.4% 11:36 

White Collar-Managerial 94.5 14:05 

Single Working Women 92.9 13:42 



Radio's reach with airline prospects 

Last year Americans spent more than twice as niiirli time with radio as with news- 
papers and magazines combined. Air navel prospects listen 11-11 hours weekly 



rear lied 20 tenuities; three stations 
hit 25 and one 26. 

S.ixs CBS Radio Spot Sales. 
"Looking at it another way, the 
average daily delivery of the radio 
stations is 21 out of 26 comities — 
lor newspapers it is no mote than 
eight counties — one-third of the 



number delivered by radio!" 
Time and attention factors. In 

addition to plain coverage figures, 
however, airline executives and 
their agencies are asked to consider 
the time and attention given to ra- 
dio, by contrast with newspapers. 
According to Sindlinger, the 



American public in 1961 spent 1,- i 
210,526,000 weekh hours listening 
to radio (topped only by tv's 1,- 
828,813,000) . 

By contrast, it spent only 497,- 
280,000 hours on newspapers and 
205,275,000 hours on magazines 
(nearly twice as much radio listen- 
ing as newspaper and magazine 
reading combined) . 

Such figures alone, claims CBS 
Radio Spot Sales, are enough to 
give radio prime consideration as 
a major new tool in meeting the 
airlines' "jet age marketing chal- 
lenge." 

And they are backed, of course, 
In radio's well-known, but none 
the less impressive over-all statistics 
—98% of all U. S. homes are 
equipped with radios; 79% of all 
I 7 . S. cars are equipped with ra- 
dios; 17% of all homes have at 
least one battery-operated portable. 

Also, says CBS Radio, "Listen- 
ing to auto and portable radios are 
not usually included in figures pur- 
pot ting to show radio audience size. 
Such listening adds during an aver- 
age quarter-hour 68% to in-home 
cord set figures." 

Radio and upper incomes. To 

airline executives and agency men 
who wonder whether radio reaches 
upper income groups, the CBS rep 
firm displays two types of challeng- 
ing statistics. 

1. People who fly listen to radio. 
Of professional men, 90.1% listen 
to radio (II Ins. 36 min. weekly); 
91.5% of white collar and man- J 
agerial types (14 hrs. 5 min. week- 
ly) ; 92.9% of working women (13 
hrs., -12 min. weekly) . 

2. You can buy stations with se- 
lective audience. Since CBS Radio 
Spot Sales represents CBS o&o sta- 
tions, plus other CBS outlets, it is 
natural that its examples ol "the J 
different appeals of different radio 
stations" should be drawn from its 
own list. 

However, the principle illustrat- 
ed In the following can be dupli- 
cated in many other (and non-CBS 
Spot Sales) markets. 

A four-station study in Los An- 
geles of KNX and three un-naincd 
outlets showed "Station D" with 
•14% of its total audience composed 
of grade, high school, and college 
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Best Airtimes . . . Nighttime Radio 



AVERAGE INCOME 



MALE 



TIME SPENT NIGHTLY 



Listeners: $7314 
Non - Listeners: 6863 

Listeners: 58.1% 
Non- Listeners: 44.3 

Radio: 61 minutes 

Newspaper: 38 minutes 



Higher income males listen to radio 

OISS Radio Spot Sales i cc oiiiuk ikIs both night and weekend radio to reach aii trav- 
el customers. Oualilali\e studies beai out taclio's appeal to higher imoinc gawps 



12 



students (cunipaicd to 8' , lor 
KN'X). v\heicas the CBS outlet 
ranked far ahad of "St.ition D" in 
mature audiences, and in ncdil 
caul holders (Sn-'i";, gasoline < 1 edit 
csmls, 2")",', gcueial tiedit cauls \s. 
8";, and 0.7*',, for ".Station IV). 

Other advantages for airlines. 
In addition to its snbmban and se- 
lective audience coverage, radio- - 
nai lie ularh spot ladio lias the fol- 
lowing oilier impoi taut advantages 
for aii line ail vet (King. Flexibility 
— Copv ran l>e changed on shoit 
noiiie. schedules can l>c tpdrkly ex- 
panded or contiac ted to meet emer- 
gencies. Impart — Large period* of 
the schedule can l>c utilised for 
special drives. Penetration — More 
dilfeient people can l>e reached. 

i'reqnetuy — More announce- 
ments ran be purchased more often. 
Copy adaptability — Different types 
of campaigns can be vim simultane- 
ously to meet special needs or situ- 
ations. 

A proven airline medium. De- 
spite the fact that CHS Radio Spot 
Sales feels that aii lines have not 
•\ri used the medium to anything 
like its full potential, I lie rep firm 
points out that spot radio has al- 
iead\ proved its effectiveness in air 
travel selling. 

Again chawing on its own ex- 
perience (other reps and stations 
can supply many other examples) 
CBS Spot Sales cites these: 

1. Xnrtfaeest Orient Airlines 
promoted a Good Ncighboi Orient 
tour in March 1062 over W'CCO. 
Minneapolis-St. Paul. Results: (en- 
tiieh from radio) tour sold out 
two moii i lis carh — 89 people. SI 59.- 
000. 

2. Random Tours developed a 
qua i tcr-million-clollar travel busi- 
ness by using KCRS, San Francisco. 
Expenditure for radio: $12,000. 

3. Pan American Ainvays pio- 
moied off-season Bermuda golfing 
weekend over WCAU. Philadel- 
phia, in January 1962. Results: 60 
passengers at 5 1 99 each. 

Radio plans for airlines. Since 
the airlines' prime customers at 
present (though not necessarily in 
the future) are male executives, 
it is onlv natural that airline ex- 
(Please turn to page 70) 




Creative radio ideas for airlines 



CBS Radio Spot Sales v. p. 
Matirio Webster, like many 
modern station rep executive's 
believes that eicative cop\ 
ideas are part ol any solid spot 
radio ptcsenlaltoti. Here are 
some ol bis own tested ideas, 
he recommends lo airlines lot 
leaching present and [mure 
air travel customer* with spot 
radio campaigns. 

For present customers, try these: 

Male-oriented programs. Use news, sports, business news programs 
either in morning or afternoon drive times or on weekends to 
reach that all-important male audience. 



Destination weather spots. Sell the weather advantages and other 
romance features of cities served by your airlines. 



Safety spots — women. Stress safety factor on your airlines tn 
order to sell safety-conscious wives and other women. 



Low flight spots. Place particular emphasis on flights with low 
passenger load factors in order to build up their loads. 



For tomorrow's customers, try these: 

Extra vacation time. Point out extra time available to a listener if 
he flies to a distant point rather than driving or taking the train. 



Air vs. auto costs. Place stress on dollar savings — as well as time - 
which air travel affords, particularly by comparison with auto travel. 



Testimonials. Extremely desirable. Talk (via tape) by actual people 
who have completed tours more convincing than any actor. 



Airline-auto rental. Offer auto rental at other end of flight as part of 
the trip. Costs of tie-in spot campaign can be shared by both. 



Holiday promotions. During hign-level holiday travel periods, stress 
appeal io people who have never flown. Stress advantage over auto. 
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PORTLAND 
OREGON... 

IT'S 

EYE-CATCHING 

A business man doesn't usually 
come home and just flip on any 
old TV channel. He's selective. In 
Portland, and 34 surrounding Ore- 
gon and Washington counties, 
KOIN-TV is the station he selects. 
KOIN-TV gives him the most for 
his viewing time . . . gives you the 
most viewers for your time. 
Nielsen has the number. 




"COMMERCIAL 
COMMENTARY 



Continued 



\lms teaming, but who actually do strive to do the deeds; who do 
know the great enthusiasm, the great devotion; who spend them- 
\eh<es in a worthy cause; who at the best know in the end the tri- 
umph of high achievement, and who at the worst, if they fail, at least 
jail while daring greatly, so that their places shall never be with 
those cold and timid souls who know neither victory nor defeat. . . 

Yes, as Gandhi says, it is not the critics who count, it is the doers 
of deeds. And anyone who approaches the problems of television 
without keeping this firmly in mind is simply being dishonest. 

For, whether you like it or not, the only real improvements in iv 
will come from the individuals in the industry, those "in the arena." 

They will never be achieved by the outsiders who yap and snarl 
and shoot their mouths olf. They will never be achieved by govern- 
ment, or the FCC, or even, heretical as it sounds, by the "public." 

They can only he engineered by the best men in television itself. 
Vntl if you are sincere in your desire for tv improvement, you will 
not make spew lies, you will not cry ha\oc for cheap publicity. You 
will seek ways to reach and touch and help these men. 

The performance of free men 

How do you get even finci performance out of free individuals? 

I>\ blackmail? l>y threatening to revoke their licenses if they don't 
behave? What absurd nonsense! 

Do you get it by lumping them in large groups and publicly casti- 
gating all lor the errors ol the weakest and worst? 

Do you get it by insults? By tough talk? Xot if you're dealing with 
liee Americans. Not if yon are looking for genuine creative achieve- 
ment. 

The rules lor improving individual performance are so simple, so 
obvious they ate known I>\ practically any .82-year-old personnel 
ollic er. 

It is shocking that n's critics seem unaware of them. 

1 he first rule is respect. You must respect a man as an individual 
and you must respect him in his job. Unless you can give him this, 
son can forget about inlluencing him in any way. 

The second rule is understanding. Unless you understand the 
pioblems and complexities of his daily woik, you are in no position 
lo oiler suggestions or criticism. And most of tv's critics display an 
outrageous lack ol understanding. 

The thitd rule is praise. Praise is the most powerful weapon of 
all — 20 limes as effective as blame. Sincere, judicious praise given 
to a man For a pat titular job or part of a job which he respects 
himself for doing — this has 50-mcgalon force. 

It strengthen* him in his own convictions. It dramatizes foi him 
the clillerence between his best and his mediocre work. It spurs 
him to constantly higher levels of individual achievement. 

These three — respect, understanding, and praise — are the keys for 
amone who really wains to improve tv, If you can bring these to 
bear on the problem and if, in addition, you can bring special 
knowledge and insights drawn from the outside world then, and 
then onh. can you hope to make a contribution. 

It is not a spectacular way. It provides no easy, instant solutions. 
It will not produce headlines or o\ci night miracles. 

Hut it is the only way which is e\cr going to work, and the only 
way which genuinely sincere men will ever want to follow. ^ 
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Chann 

On* of 




nd, Ortgon 
great InflMnc* 

Rtprftehtld nationally by 
HARRINGTON, RIGHTER & 
PARSONS, INC. 
Glv ihtm 9 co'IIl won't you? 



In Chicago 



...Ihe 305-iicrc Medical Center District comprises $270 million 
worth of facilities including the nation's largest concentration 
of hospitals, medical research and education. Shown here, in 
preparation, is a heart-lung machine in Presbyterian-St. Luke's 
Hospital where many surgical innovations have originated. 




In Chicago -WGN Radio 



reaches more homes* and cnrs**thnn 
any other Chicago radio station! 



•N'SI-Feb. 8- Mar., 1962 

"Chicago /\ulo Radio Audience Survey— 1961 



WGN 



— the most respected call letters in broadcasting 

WGN IS CHICAGO 
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10 million people 
could hear 
a pin drop 



. . . if everybody in WLW-land tuned in WLW. Because it's the 
Nation's Highest Fidelity Radio Station— capable of broad- 
casting the softest pianissimo to the loudest crescendo with 
incredible clarity, thanks to the revolutionary WLW-AM 
transmission developed by Crosley Broadcasting engineers. 

Just another example of the many WLW advancements which 
have made WLW a leader in the industry for 40 years to con- 
sistently rank among the top leaders of the more than 4400 
U.S. Radio Stations in audience, programming and 
technical accomplishments. 

WLW offers the best from the NBC and ABC Networks, plus 
power-packed local personalities, helicopter traffic reports, 
radar weather reports, Comex news system, farm coverage 
from its own farm, and many more attractions built on 
long-range planning and achievement . . . not on here-today- 
gone-tomorrow promotions and gimmicks. 

So when selecting Radio time, call your WLW Representative 
first. You'll be glad you did. 

And listen for that pin dropping! 



:ad I o 

INCINNATI 

covers over 2,500.000 radio homes in 212 counties 




Crosley Broadcasting Corporation 



We're 

BIG 

in Hartford!! 



But only with 

Listeners . . . 
Clients . . . 
Agencies . . . 

As for 
our rates : 

They 1 re 

not too high , 
not too low, 

J-U-U-S-S-T 
Right ! ! 



WPOP 



Philip Zoppr 

V P. t Ctn. Mfr 



Adam Young, Inc. 
Nan Rep. 



TIMEBUYERS 
CORNER 



Media people: 
what they are doing 
and saying 



In the kmg-plauug game ol agency-hupping, the latest ones to scoi 
iii( hide Jem Goldman, who gave up Inning loi Levy's, bread at Dojw 
Dane Ilenibach to take over Pete Levin's foiinev ac counts (Rheingol 
heei. 7-1']), Ford, I.iillo) .it j. Walter Thompson; Roy Curtis, Allstat 
Insurance act mint exec time, who transfers to Leo Burnett's L. A 
ofhte as West Coast coordinator on [oseph Sthlit/ Brewing, liana 
ovei Ii is Chicago chores to Phil Pegg; and Jan Stearns who joins Mi 
Cairn El ic kson .is bioadcast supervisor on Coca-Cola, John Hancock 
Minute Maid, and Owens-Coming. She's from Doyle Dane Bernba 
where she bought on such a. counts as Max Factor, Calk) Wine. 

You can bet your collection of station piesentation tapes that when 
DCSJcS's ccjnti ibution to the up coming all-star Softball League game 
— si hechilccl to be placed on Diamond No. b in Xew York's Central 
I'ai k later ibis month— slaps one out, there won't be a hair out of place 
Willi all ih.it Viialis propaganda supplied b\ client Bristol-Myers or 
then backs, it's a sure thing there won't be "am ol that greas\ kii! 




DCS&S team won't be using "that greasy kid stuff" 

Softball tram (top I r): N. hheehnu, R. N'oulucip. I). Xdnniu, J. Muniion. 
15. Fox: (center) 1'. (.mkmhwoIcI, R. Reynolds. R. IWinlen. M. Glasser, K. 
Casit Hi. K. White-: (bottom) A. Maukoll. B. Whisunitt, R. Nwnaii, A. Walters 

siiill" around (see photo alxnc). I he tlnce DCS&S men who will he 
playing in the all-star game are Hob Reynolds, Al Mankoff and Phil 
Cioenewold. From other agencies will be these players; Hob John- 
son, NI.&H; SSC\.I'»'s Charlie Camilleri and Vincent Gatto; Stan 
Tolkin and Fly Rosen, NC&K; and Donahue k Coe's Pete Schultc. 
Marcel Cote, and Phil Hiooks, managei ol the team. 

Account assignments: Hill Ferguson has added Piel's beer to liis 
othei at < mints ai Young is.- Rubicmi: Lee Peters, bac k in the business 
(Pleas r I inn to (Mgf 50) 
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.Q Ckty uoaty ^Gu look at it . . . 




Steverino! Lots of the gay charm of the Steve 
Allen Show lies in the spur-of-the-moment inspi- 
rations of its star, duplicated with unique 
"notv-ness" for coast-to-coast syndication. 



Peacherino! If you get the impression from this 
commercial of a real-live-girl with peaches- 
and-cream complexion, credit "New Woodbury 
Beauty Bar" and "SCOTCH" BRAND Video Tape! 



For the drama of "its happening now".. 
Scotch® brand Live-Action Video Tape! 



Visual presence, the feeling of "it's happening 
now," adds viewer-eonv ineing believability and 
excitement, helps put drama in show and com- 
mercial alike ! And the sure way to capture presence 
extraordinary is with "Scotch" brand Live- 
Action Video Tape. 

Complete compatibility of picture source and 
picture (both electronic) achieves sharply defined 
tonal values for superior picture quality, both in 
blaek-and-white and color. And the superb pic- 
ture recorded on the master tape is readily trans- 
ferred to duplicate tapes, or kines. 

Video tape also makes production "happen 
now!" It performs instantly, needs no processing, 
plays back immediately. Taped news events can 



"SCOTCH ' IS A HEC1STEOEO TRADFMARX OF 
MINNESOTA M'Mh. » MAS FACTOR N3 CO ST 
FAULT. U NVEAFOST 9 9 PARK AVE NfA ' OR X. 
CAhAOA L0N0ON ONTARIO Cl*tZ }U CO 



go on the air fast. Creators of shows and com- 
mercials ean see how production is going mere 
minutes after actual shooting, when improve- 
ment is easy, changes economical. You ean view 
newly produced special effects right away, too! 
Video tape combines visual elements with in- 
stantaneous speed, and in creative hands there's 
practically no limit to the number of special effects 
possible on "Scotch" Video Tape. 

"Techniques of Editing Video Tape," a 32- 
page brochure, reports on current practices that 
are making tape editing easier than ever and pro- 
vides examples of special effects. For your copy — 
free — write Magnetic Products Division, Dept. 
MCK-92, 3M Company, St. Paul 1, Minn. 



magnetic Products Division 



3m 

fcH COmPANY 
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GOING UP! 
Daytona Beach 
Or|ando 

NOW 

FLORIDA'S 

THIRD 

MARKET 

AND 

SPACE AGE 
CENTER 




TIMEBUYER'S 
CORNER 



Continued 







FLORIDA'S 


2] 


CHANNEL 



alter a four-yeat hiatus, is buying lor l.a Rosa at Hicks & Greist. She 
once hancllcil l T nitcd Airlines at \\er. 

Good deed for the clay (and tomorrow and the next) dept.: The 
wails and other unfortunates of such places as Korea, Italy, and Iran 
will he eating some 220 pounds of hetter food within the next few 
weeks thanks to McCaim-Eric ksou's Phil Stumbo. When WLBW-TV's 
(Miami) Miss Sunny handed out $1 cheeks to timebuycrs on agency 
\isits during ic<em station piomotion, Phil managed to separate 10 
buyers lioni a like number of checks (without too much resistance, of 
coiusc). Vririing his own to the coup, Phil then sent the SI 1 to CARE 
for food to underprivileged ihioughout Europe. 

Piomotion dept.: Wayne Silbersack, assistant timcbuyer on the Pall 
Mall account at SSC&B, lias been promoted to top buyer on Moiuclah. 
Pall Mall is now being handled there by Dave Saver who was moved 
up hum lesearch. Other promotions: Conipton's Carl Sandburg to 
senioi buyer on Duncan llines Cake Mixes; Gwendolyn L. Dargel, to 
chief timcbuyer, Eoote, Cone & Bckling, Chicago. 

After more than 30 years as titnebuyiiig chief at the Chicago branch 
of Foote, Cone & Melding, and its predecessor, Lord and Thomas, 
Genevieve Lemper lias derided to rail it a day. One of the first buyers 

in the business after the 
FCC put its okay on broad- 
cast commercials, Gene- 
vieve helped set .some of 
the standards of practice 
now in effect. She bought 
time for such programs as 
Amos 'n' Andy and Bob 
Hope during those earl) 
l'epsodent days. The recipi- 
ent of the first SRA Chi- 
cago timcbuyer of the year 
award, she has worked dur- 
ing her long career on such 
accounts as Armour, Frigi- 
daiie, Cities Service, John- 
son's wax, Kimberly-Clark, 
llallmaik. and Kraft. 

Can't help wondering: 
Which timcbuyer travels 
the shortest distance from 
resicleiK c to work? One 
nominee: Peter Heila, who 
thought it was too long a 
haul from his home on 
Manhattan's 8 1st Street to 
17th and Fifth Avenue 
whete he supervises media buying lor l>i istol-.Myers, General Foods, 
Se.us & Roebuck, etc., at Ogilw llenson & Mather, lie's moving in 
17ih Sneet and Thud \\cnue. ^ 




Proof of contest in the pudding 

WN'AC. IJoston, .i.e. M. Horn (third 1) 
unloads (Oiliest (aids oil Cnlx>! .igrn<\ 
(M i) J. Abbott. 1 . Eil/iii.iniiic*. M. Slater. 
1*. Untitles, I. Stanlakc. I'. Raider 
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for Orlando 
Daytona Beach 
Cape Canaveral 



PROBLEM UF RESIDUALS 

Continued from jm»v .11) 

esiduah. 

Then, since striking paxdin in 
omntert ials is suit tlx luck, (hen- 
re i lie new lares and new voices 
'hat catch on, that aic populat 
1 1 is season, that hope to stax poptt- 
ai next season. Four <>l these ate 
.eon Jaunt") . Alexander Scout !>y. 
s'oiman Rose and Mason Adams. 
iCarh <>1 them was aiul is a .skilled 
hainatic actor with credits in 
;idio. t\, and the theater: each ol 
hem now is benefiting I rum the 
in rent facl I'm a voice-over spokes- 
nan to do the selling oil-camera 
dttle the audience watches 'slice 
>f life' visuals on screen. 

Actuall) the average wild spot 
ommercial can mean no more 
hau S 100 in residuals to the actoi 
>r announcer; and on neiwoik 
irogiam spots the usual residual 
heck runs closer to S2.(H10-S3,IMM). 
The big paxolls come when the 
lerlornier is luck) enough to do 
,i 'pool' of commercials. 

The big pay-off. In a pool situa- 
ion, where more than one spot is 
aped or filmed at a session, there 
is a chance that perhaps three ol 
■die six commercials will he used at 
nice. When this happens, especial- 
!\ il it's a soap, a cigarette, or a 
oliai maceutical sponsor, then the 
principal (on camera and identifi- 
lhle) and the xoicc-off-camei a can 
rack up a .$20-30,000 residual with 
■n a year. 

This is line except that sou can- 
tot, under the AKTRA and SAC 
lgreements, do a competitive coin 
nercial. So xou take your $25.01)0 
irom Auatiii, or \ our 530,000 ft mil 
Chesterfield, or 520,001) from Col- 
gate — spiead oxer a year or mote 
— and hope xtitn agent can find 
u)ii some more woik. 

Because the cross a commercial 
ictor carries is the threat ol over- 
exposure. It's bad enough to heat 
unused on a coffee spot, followed 
l)\ yourself on a food spot, and 
kuoxv that lor the next 13 weeks 
your total take from each of these 
commercials will be tin more than 
iStil), What really worries the per- 
former and his agent is how matt) 
producers hear the spot and rec- 
ognize the voice and will thex 
decide its time for someone not so 
easily recognized. 



Actor's dilemma. \s casting 
agents and producers have said. 
"Clicking in ( ouutit'tc nils is like 
shooting ttaps. I heie's no telling 
what w ill happen. II the at tot is 
lucky he can make a bundle, lew 
ol litem do. Sure, I'd like to make 
that kind of loot, but damned il 
I'll lake the pounding thex gci 
while hoping to hit. Von see, the 
big money comes liotn haxing the 
commercial played on network and 
on spot, a teal saturation campaign, 
like the break Tom Petty got with 



the Dash couiuteic ials. \ud that 
scheduling is up 10 the media pen 
pie ai the agency None of us 
flax c alt) s.ix in it." 

What has happened is thai bud- 
get people, ai the agent) and ad 
xcitisei lexel, aie now keeping < lose 
labs on c ouiiuci < ials. l udax tin 
teiitleui) is to use- lewer bodie-. 
and voices so long as the com 
men ial doesn't snllt't . 

'Lot laj also time is at the dieui 
lexel a growing leeling that when 
next the SAC. and AL'LR \ con- 




John McGowan. ol Peters. Gnflin. Woodward, gives Bruce Ihe "club hai *' 

Bruce Curtis, of Leo Burnett, joins the Tricorn Club 

Membership in the Tricorn Club separates the men from the boys when it comes 
to market savvy. Bruce got tapped by correctly answering these two profound 
questions: (1) What is the Tricorn Market? (2) What is North Carolina's No. 1 
metropolitan market in population, households and retail sales? In case you're 
pining to make this elite fraternity, the answer to both questions is the combined 
three-city "tricorn": Winston-Salem, Greensboro, High Point. You'll pass magna 
cum laude if you also know North Carolina is our 12th state in population. So — 
what does knowing the No. 1 market in the No. 12 state add up to? A sure sales 
scoop for clients. Maybe a raise from the boss. At the least, an official hat from 
the Tricorn Club. 

Source U S Census 



"^^^"■S^^JP TELEVISION Ini fH 

WINSTON -SALEM GREENSBORO HIGH POINT 
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mats ale negotiated the achertisei 
had bettei get more involved in 
what happens at the bargaining 
table, hi die past the ANA had 
obscivers at the bargain sessions, 
next time up they will probably 
be ( lo-sei to, even though not, 
actually panic ipating, ^ 

NEW FACES AT NBC 

(Continued from page 33) 

ad agencies legarcling program 
purchases. "They are not exc hid- 
ed, but they don't call the shots 
anymore," he observed. "Of course 
they are frustrated." 

One result of the magazine con- 
cej)t of pmgiam sales was the res- 
toration ol control ovei the pro- 
grams to the network, declared 
Chestei and co-author Garnet R. 
Garrison, in their highly successful 
text book. "Television and Radio: 
\n Introduction," published by 
Vpplcton- Century -Crofts. Chest ei 
said a third edition of the book 
would be released shortly. 

Tv's social impact. Co-authoi 
Chest ei is quoted assaying that "it 



has been saicl that ol all the peo- 
ples in the wen Id, Americans, with 
their millions ol television and 
radio sets, apparent!) stand most 
in lear ol a moment in silence. It 
has also been said that the devel- 
opment of television and radio is 
the most significant technical ad- 
vance in human communications 
since the invention ol movable 
type ... to the icsponsible citi/en 
of today, it becomes significant to 
ask what is the lull story of broad- 
casting's impact on our way of life 
and what social problems derive 
from its influence upon us." 

In a nieasuie, Chester and his 
colleagues will be attempting to 
answer this and othei questions 
aliening all levels of American 
society. What indeed aie the quali- 
fications of the piesent day pro- 
gram executive? According to Ches- 
ter: "The best programing execu- 
tives possess an uncanny ability to 
evaluate the indefinable and in- 
tangible aspects of audience ap- 
peal, a thoiough knowledge ol pio- 
gram sources and show business in 
general, an acquaintance with pro- 



gram costs that will enable them 
to evaluate the risks involved in 
any program Venture, and a high 
degree of boldness and courage." 

A philosophic platform Chester 
once fashioned at ABC still holds 
true: "We affirmatively assume the 
responsibility foi deciding the net- 
woi k program schedule, and we 
will not allow that power and re- 
sponsibility lor decision to pass to 
other forces in the industry." 

Chester hasn't changed his sights 
one iota insofar as they alfect the 
social aspects of broadcasting and 
the responsible riti/enry of Ameri- 
ca. "There will be big changes 
ahead in video programing," be 
told sponsor. "Basic forces are at 
work to change things foi the bet- 
ter, the liner," he said. Moreover, 
there- is definitely a non-trend 
thinking ahead, he observed. "New 
things are coming up," he saicl. 
lie also noted that daytime pro- 
graming was a lot better than it 
has evei been. 

ABC promotes Grant. Mean 
while, at A15C, Chester's job was 
gi\en to \imanel Grant, who had 



AN IMPORTANT MESSAGE FROM ERVIN F. LYKE TO 
ADVERTISING EXECUTIVES AND AGENCY PERSONNEL 



"In cooperation with the FCC, WROC-TV, owned and 
operated by Vctouns Broadcasting Co., hie., 

Rochester, A'. Y., is now operating on Channel S, 
so that additional television service ca>i be brought to 

upstate New York. The same outstanding XI>C network 

shows and local programming with 
indispnta.ble rating supet'ioritg will again be tlie 

Number 1 buy in the rich, Rochester market. 
WROC-TV is operating with maximum power, 316 K\V. 
Call your Retry man for details." 



WROC 

-ROCHESTER, N.Y. 




TV A 

CHANNEL 

BASIC NBC 




lUiiniiii niiipiii u-ir.jjj, rtUm ^ 



Votornrvs nrondrafttinp Company, Im 

Repri xcnLcd by 
[ Edward Y Pelry & I Co., Inc.) 
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>ecu dhectoi ol daytime programs 
or .Mid TV. Willi the promotion 
ame :i \.p. stiipc. Like otheis in 
lie business. C'.r.nii spoke achnir- 
ngl\ ol Chester's prolessional and 
o(ial behav ior. "lie's one ol the 
nosi 1 > 1 1 1 1 ■ ; 1 1 1 1 people I've e\ci 
nci." (Irani exclaimed, "lie's a 
i 1 10 human being and I have tic- 
nendoiis admiraiion lor him." 
Vhai son o! a job would Chestei 

10 ai NBC 'IV? Grain responded 
pn'cklv "He'll bring ferry dies- 
ei ilieie -and that means a great 
leal lo an\ network. He'll do an 
■xcellcnt job ai NBC" There also 
wis considerable allection in 
Gain's voice when he revealed 
hat Chcsiei's wile. .Marjorie [can 
-".ill. was introduced io Chester 1>\ 
Li ran i last summer. 

\ former NBC T\' program ex- 
•cutive. Ted I'inkbam. now senior 

ice piesideni ol radio Iv. at the 
led li.ues agency, told si'o\sc)r: 

Jem Chester first worked lor me 

11 N'liC and 1 wouldn't have hired 
aim foi the Bates job if 1 clidu'i 
lave enormous confidence in bis 
ibility." 

Rejoined NBC staff. Tinkei is 
Lilso an old band ai XBC. He w:is 
operations manager of the XBC 
(Radio Network loi several years. 
Later he was diiector of program 
(levclopment for .MrCauu-Kric kson 
md also vice president and direc- 
tor ol programing for Benton & 
Howies. In I9fil he rejoined XBC 
1"V as vice piesideni, geueial pro- 
gram executive. 

Tinker, as operating head o! 
NBC's West Coast setup, reporting 
io Jackson, will (ill a need thai 
has existed for some time. Tinker 
is a program-oriented individual 
with a deep awareness of sales 
problems. He is also happy over 
his new- assignment because ii will 
mean a permanent base in llollv- 
woocl. Win? Simply because his 
wife, Mary Tyler .Moore, whom he 
recenih married, is at work in 
Hollywood on ihe CBS TV Dirk 
Vim Dyke Show and other acting 
assignments. 

Tinker knows the men who pull 
all the major strings in the manu- 
facture of television film — men like 
Bob Weitniau of .MC..M TV. liill 
Do/ier of Screen Gems and Tom 
McDennoit of Four Star and other 
key figures who fashion iv attrac- 



tions. 1 iukei goi t lie* job. because 
as Werner explained, he's com 
pletel) conversant wiib vidpix 
puxlucl makers, spcmsois who 
make ultiinaie decisions and ad 
agencies who woi i v about all dc- 
lai'K attendant to putting com 
menial programs on ihe air. 

Speaking of ihe T>2-'f>.'! lineup ol 
NBC TV, Tinker (old si'onsor: 
"Against the competition we stand 
up reinaikabl) well. The sched- 
ule is indeed in our lavoi." Tinkei 
is also highly optimistic regarding 
Ti2-'(j3 product. "We'ie being 
imirh more delibenite about mn 
T»3-'f»l plans," he said. ^ 



HOME-TOWN TV 

(Con tin it etl Irani ftngf 37) 

Sales show success. The com- 
mercials are aired on WDAM-TV 
six times a clay — tnoi ning, noon, 
and night. Mondays through Sat- 
urdays. \ total ol approximately 
7 and 1 1 commercial minutes a 
week are scheduled on the Merid- 
ian and Jackson stations. 

That the consumer has been 
reached, may be seen in a state- 
ment by R. S. Thomson, sales and 
advertising manager ol ihe I tatties- 
burg Coca-Cola Bottling Co.: 

"We achieved our anticipated 
v car's sale of Sprite in lour month's 
time." 

The ARli National Coverage 
Study ol I960 shows that the 
WDA.M-TV net weekly circulation 
(percentage of homes watching the 
station at least once a week) in 
[ones and Forrest counties respec- 
tively, were 99% and 100 (, ( '. The 
Jackson station's figures weie 37^,' 
and 17";,; the .Meridian station's. 
9 V", and .'51°; . 

'1 he Nielsen Coverage Study of 
1961 shows thai WDAM-TV, in 
Jones and Forrest conn lies, was 
seen by ltW,", and 95°< of viewers 
at least once weekly, clay and night. 
1 he respec tive figures lor the Jack- 
son station are 60",', and 1 V" 0 ; for 
the .Meridian station, 83 ,v j and 

33%. 

The populations of the cities 
are: Jackson, 1-15,000; .Meridian, 
50,000; tlattiesbiirg. 35.000. and 
Laurel. 28,000. ^ 



555-F1FTH 

{(.aittittncit) 

SPONSOR'S 40-YEAR ALBUM 

1 enjovecl yom "10Ae.il Album til 

l'ioneei Radio Siaiioiis." 

Nole caption on page- S'i slating 
(hat the Fort ludusiiv Coiupam 
bad only iis hist station (Wst'D) 
How a bo ui WW\' \. CKl.W , 
WM MX, Will/ ,uid WI.OK . . 
not io mention oni lease of 
WMCA, New Yoik? WS1M) weni 
on the air in Julv ol 1921 as 
WTAL— GEORGE B. STORER, chmn. of 
the board. Storer Bdcstg.. Miami Beach. 



HE DECIDES; HE SPENDS 
Referring to your ailiile in the fi 
\ugnsi issue, "Tougher Than It 
Seems -The T\ Kiel Show 1'iob 
lein," may 1 conmieni. 

1 can nuclei stand, in lieu ol iv au 
dienre research, thai the eaily eve- 
ning viewing hours are Idled with 
adults watching so-called childien's 
programing, thai an aclveriisei 
would also like io direct his pro- 
grain's appeal to adulls. mostly par- 
ents, l'he leasoning is logical, that 
"while kids control ihe set. thev 
don't control the buy." 

No one doubts the tiemendoiis 
buying power o! adults with chil- 
dren ol the ages lor watching kicl 
shows. Yet there seems to be some 
archaic thought on the pan ol ad- 
vertisers and agencies as to the ac- 
iii.i 1 buying power in the bands of 
youth, and your article won light 
along with ii. 

Fodav's youngster, paiiicularly 
in his teens, actually controls spec 
tactdai wealth. He decides; he 
spends. He decides what be wears, 
what he eats, what are his bobbies, 
his lavoiite spoils, music and 
games. 

,\cl buveis aie thinking lo their 
own pasts when thev 1) had to go 
thiough theii parents for almost 
all purchases and 2) simplv had 
no poc ket money - Today the ic- 
veise is irue. 

1 think that the advertiser who 
leels he must attract adults along 
wiib von ill is limning scared. In 
addition, be has not vet discovered 
the living tacts— RON ROSENBERG, as- 
sistant promotion director, Boy's Life Maga- 
zine. New York. 
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for 40 YEARS 




The (SMJLMARK 
of QUALITY RADIO 
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What's happening 
in U.S. Government 
that affects sponsor, 
agencies, stations 

Cepyrlthl lot? 



Inquiry around Washington failed to disclose anything about E. William Henry 
except that he had in fact heen appointed to the FCC to replace John S. Cro98. 

And, of course, the official biography released by the White House. Nobody at the FCC 
had heard of him, and very few people elsewhere. It was, indeed, a complete surprise. 

The two Tennessee Senators, under protocol, were permitted to "clear" the nomina- 
tion, but it was obvious they did so only hecause they didn't know anything had 
about him. Because it was equally obvious they had no more than nodding acquaintances 
with the man, if that. 

Following the nomination, there were interviews with the new Commissioner, and he will 
be that except for the unlikely refusal of the Senate to confirm. He was reported in general 
sympathy with the Minow policy of tough regulation, but at the same time virtually 
contradicted himself by admitting his own lack of knowledge on the subject. 

Queries at the offices of the Senator* du? up only one ouote of significance, strange in 
view of the fact that the Senators had also been tiring to find out what thev could. That 
quote sounded ominous. Henrv was- described as "a vigorous liberal," and the individual 
making the comment -made it clear he meant Minow-type. 

However, lumping to conclusions can be dangerous. Recent newspaper stories following 
appointment of Labor Secretary Goldherg to the Supreme Court have pointed out that vou 
can't tell in advance about anv Justice, because in the past they have often tended to 
belie their prior records. Even a casual glance at the roster of present and past commis- 
sioners will establish that the same holds true for the FCC. 
W" ,M '- l " — — gp* 

Now those whose business it i9 10 speculate can t»un their undivided attention 
to the Craven seat. wb J ch will be nnen next 30 Tune if not earlier. Tt has heen as- 
sumed all along that Broadcast Bureau chief Kenneth Cox will get that seat. Now 
the fpiessers aren't so sure. 

Nothing has changed, but the fact is that after a sethack following the stormv Harris 
hearings, the custom has reverted to mak'ne appointments to the regulatory aeen. 
eie« to pav off for past political activitv. The Henrv appointment was in th<« natfrn. 
and those who watch such matter* sav the lon*r delav Jn naming him liodes ill for Cov. 

There is no douht in the world that PrAs'dent Kennedv scanned the lists of those 
who had backed him for a bright, ambitious young man he believed to he canahle 
of handling- the fob with credit. Now there is some si'Weion that the reason for the delav 
wp« that there were numerous names on th«i list. That misht m»»an a second name 
off that list, rather than one of the names known in Washington, might be tapped to take 
Craveti'g place. Or so the rumor mill now goes. 

There has never been anv dnnbt since he was amr>inted >° 'he important post of Rmad- 
ca't Bureau chief that Cox would wind im al">ngs'd»> Minow. There i« douht now. Cox has 
the strong hacking of powerful Sen. Warreri Ma<™iiison (D.. Wa'h.l. chairman of the 
Sfna'e Comnrvee Committee. But Cross had tbe h«»ckhie not onlv of enuallv-nnworfol 
R^n. Oren Harris (D.. Ark.V ehafrman «f the Hoo«e Commerce Committee, but of 
the entire Arkan«as Congressional delegation. And he woi'nd nn out in the roW. 

The only certain thine is that before the next appointment is made, the rumor mill will 
get back its confidence and will prind again. It also seems highlv HVeh' — suhie<*t to the rau 
tion previously expre«sed — that Minow will pain a vote for his policies In Henrv. Even 
though Minow was obviouslv not consulted about the appointment, and although the evi 
dence is that Minow heard of it only a little before the general public. 
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OR HEARS 



10 SEPTEMBER 1962 

A round-up of trade talk, 
trends and tips for 
admen 

C«»T||M I96S 



Currying timebuyer favor takes curious turns from the seller angle. 

Like the station operator who has compiled a list of the birthdays of some 200 
timebuyers and on each of these occasions bestows a gift which, as he tells it, is worth 
about $40 retail and about $20 wholesale. 

What makes it a little tough for the recipients is this: a competitive station in the same 
market counters the gift largess by staging an elaborate once-a-year party in New 
York and Chicago to which a goodly number of the same timebuyers are invited. 

Intrigued by the' fact that Schick was introducing separate razor for tough 
beards and tender skins, SPONSOR sought enlightenment from Gillette as to how 
the nine-gear adjustible razor was selling as compared to the old razor. 

Gillett's response: figures could not be made available but the ratio of sales might be 
conjectured by the fact that the nine-gear instrument got far more commercial men- 
tion than its older brother. 

Something that certainly didn't hurt Y&R in snagging the SI 0-mill ion Chrysler 
institutional account: Sig Larmon's golfing companionship around Augusta with 
George Love when the pair were part of an Eisenhower foursome. 

Love is chairman of the Consolidated Coal Co., which bought heavily into Chrysler. 

But the big advantage for Y&R was the record it made as theagency for the Chrysler 
car itself. 

TV network affilkites might as well reconcile themselves to a continuing venture 
on the part of CBS TV and NBC TV to reduce their compensation. 

ABC TV is not expected to get into the act until its affiliate structure closely or 
approximately matches that of the other networks. 

The continuing move to slice station revenue is motivated by two factors: (1) making 
networking more profitable; (2) putting affiliates in the position where they share 
the risk of unsold network programing, which for both night and daytime now comes to 
around $450 million a year. 

Affiliates raise this counterargument: in the last analysis network profits or losses 
are a matter of bookkeeping, like charging off the news used by the o&o's to the network. 

You'd be coins; back a long, long ways if, assuming you're an oldtimer, you 
tried to recall when: 

• Scriptwriters working for one of the Soap opera assembly lines collected $25 per 
episode. 

• The late Rav Morgan created Chandu the Magician for White King Soap. 

• Folder Coffee sponsored Fol«jeria, orisi-nal musical comedies, which poked fun at cur- 
rrnt fninles and featurpd the comedv team of B'ack & Blue. 

• WLW. WLS. WSM and KNX all at one time had famed Saturday Night Barn 
Dance prosrams. 

• Thf Don Lee Network pioneered with such variety shows as Blue Monday Jamboree 
(Meredith WilWon as musical director) , Merry Makers (Raymond Paige as musical di- 
rector) and the Ilnppy-Go-Lucky Hour (featuring Al Pearce). 

• WOR cave eastern radio its pattern of imaginative entertainment via the Witches* Tale 
and the Market & Halsev Streets Playhouse. 
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I ^ MORE Adult Men 18 to 49 
JUrflll \ * MORE Adult Women 1 8 to 49 

J^X W AftJU MORE Teenagers and Children 

LISTENERS IN CINCINNATI THAN ANY* OTHER STATION 



*CALL 

robert e. eastman & co., inc. 



He'll prove it to you 
with the latest Pulse 
and Hooper Figures! 



i i t ■ i ' i M . 



in Cincinnati 
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Alls accepts; r :r J 

.\s the Philip Morns s. desman who opened most new outlets tm Pat liamein dining 
iC'cem WMAL-'J V. Washington, spot campaign, (.cm .Mis atecpts dinnei I»ir two 
•i( ('.olden Paneit lioni sin. gen. sales mtrr. Meal Fdwarils as oiliei c*\ees look on 





Cover girl queen 

I'anla lli(ks (< ) copped (nsi pi i/e in 
tbe IV Dnetton Cmn (".ill Contest 
tcteiasi on \VI OF- 1 V. Orlando, pail 
in Warner Bios. t\ show, and din- 
nei at Roinanolls with 'I rm Donahue 



Champagne and roses 

Hint's WOni'. Boston, gilt to local 
agenu people to maik new nuMinc-of 
music. Here (1 i): model Bcttv Huston, 
acct. exec. I)a\e IJuane. Iloag and 
I'io\ audic bluer Roseman' Rolnner 




New officers discuss fall plans 

Mew England \ssii. ol Raclio-'l v Repicsentalixcs' new le-.iele-is talk cut'l sti.itcgv ai 
ic e c ut me eting. I.ri Ceoige Biuglunn (New Knglanel Spot Sale's), sec'x neas.: Hill 
Cieeel, past-pies.; |ohn Ring (Kat/), pies.: I)a\ id Scott. (NBC. S'pol Sales), v.p, 



EMMY AWARDS COMMITTEE 

(Ctm I i nucd from pngc 12) 

man Let' Schtilmait of KLNG-TV, 
Seattle, are: Burton Benjamin, 
CBS News; Tedd Cent. Oakland 
l'icicliKtions, and Ben Grauer, NBC 
News (all New Yoik) : Dick Beig, 
Revue Studios: Seyniotii Bevns, 
CBS I V, and l)aim\ 15. Candies, 
Revue .Stuclicis (all Los Angeles) : 
Richard Reinauet. AMA, Chicago, 
and Lewis Shell leiiberger. ABC; 
News, Washington. 

advertisers 

General Mills plans an expenditure 
"well into six figures" to promote 
its new cereal premium offer which 
coincides with the introduction of 
special!) printed premium cereal 
packages on store shelves. 

The oiler is a "Nature's Wonder- 
land Stamp Album," an education- 
al book featuring 15 animals and 
hi rd s. 

T\ will spearhead the campaign 
stalling in early October and run- 
ning lor Iotir-si\ weeks. Included 
,ue C M s NBC TV shows, over 50 
stations earning "Ro<k\ and His 
Friends" and mole than 100 sta- 
lions earning "Captain Gallant." 

Agcue \ is D F-S. 

Campaigns: I he most massive (.am 
paign in its 87-year history is being 
launched h\ American Safety Ra- 
zor Co, in support ol its new PAL 
Stainless Steel Adjustable Injector 
Razor now entering national dis- 
tribution. Several CBS TV shows 
ai e hie hided. 

PEOPLE ON TF1E MOVE: Law- 
lenee R. Smith has resigned as 
manager ol advertising and public 
relations lor Collier Carbon and 
Chemical Coip.. the chemical sub- 
sidiary of I'nion Oil Co. ... J. Gil 
Miirpln to the newh-e i eateel posi- 
tion of national held sales manager 
and George W. Thompson to east- 
em regional sales manager at N'ox 
zenia Chemical . . . John I). Mack 
tci the new posi ol vice president in 
charge of advertising of Glairol . . , 
Archie Rotlunan to newspaper and 
cooperative advertising managei 
and Frank I). Flagg, fotmerh vice 
president and account supervisoi 
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of Fleidtei, Riihaitls, Calkins .v 
Hidden, to dire< loi ol mai ketin^» 
lot Re\lon Intt'i national . , . Theo- 
dore R. Anderson lo the newh 
created post ol assist.i n t nuukei re 
search manager .it Johnson's Wax 
. , . Ruth Stochr to niaiiagi'i ol' 
] > 1 1 1 > 1 1 < ii\ lor II. |. I It'in/, 

agencies 

Vgcni\ appointments: Whitehall 
l.aboiatories division ol \inciic.iu 
lloint' Puxlutts to kastoi Milton 
Chcsley Clillord & Ailierton lo, 
Iwo new produtls planned loi lal] 
test market inirodm liun , . . Chap- 
m. in Division of ('rant' Co. to the 
Industrial Depaitinem ol Doicnius 
Co., Philadelphia . . . The Abbey 
ol The Genesee, tnakeis ol Monks' 
Hread to The Rumrill C.onipain as 
lii st aeheitising agency ol record 
lor the account . . . The Chemicals 
division ol Olin Mathieson (SI 
million) to Doyle Dane Hern hat h, 
ellettivc 1 January,, lroni \';m Sunt . 
Uugdale, Baltimore . . . \. C. Gil 
ben (M million) to I1I5DO from 
banning Reppliei \ d \ ei l is i n g , 
New lknen . . . V. S. Rubbei io 
N. W, A\ei lor its tires (S2-3 mil 
lion). The Keels remain at Fletcher 
Rilliaids . . . \\is (SI..") million) to 
Doyle Dane l.ernbatli .1 he 
Paget .Sound Rambler Dealers 

\ssn. io Geyer, Morey, Mallard . . . 
Pennant division ol Novo Indus- 
trial (.oip. io Stern, Walters & Sim- 
mons . . Chevrolet Zone Dealers 
to Sykes Advertising, Pittsburgh. 

Kudos: Arthur A. Porter, vice pies 
idem of J. Waller Thompson, has 
been appointed chairman of the 
Aeheitising and Publishing (.roup 
of the I'nitcd Hospital Fund's 83rd 
annual appeal in Manhattan and 
The Hionx, for the fourth con- 
sec utive \eai . 

Top brass: Otis L. Hubbard, Jr. to 
the Chicago olhee of \hCann- 
faickson as a senior \iie president 
and member ol the Management 
Hoard, clfective 17 September, lie 
has been vice president and ac- 
count supervisor lor Xecdham. 
Louis & Brorby. 

Ne\s \.p.\s: Norman J. Daiu, trea- 
tive director, at Ridgw.n, llirsch 




Supermarkets single out Miss TV 

Jean Waid (c ). icpiesenting UCkl. Miami, accepts honor ol die Florida Inde- 
pendent Snpei niaike I Wu. lroni Clen'ge Mekehex. Shell's Cm .incl assii. head 
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Comic commercial 

WOW. Omaha. mgr. Hill Wihihtui 
sent -~M hi cad ti'iunb cans to (it neral 
Motors dealers, tie in to commercial 
uhic.li asks drivers to chip tnimbs horn 
hnmpeis to find n:n back io dealers 




Spreading sunshine 

Visiting Chicago agencus on heh.ill ol 
spc-c ial promotion loi WI.KW- IV, 
Miami, wire (1-r) Giant Smith, mid 
svist i\ salts mgt. loi II R; Miss Sun 
nv; Dwiglu S. Reed. 11 R exec v. p. 




"Colonels" get the pitch 
I'GW men gei low-clown on Bt.minmit lroni K1DM ancl Cli.niibei ol ( .oiiinu i c c 
execs, (l.-t): stu. merchandising dir. llnben hinder: progiani dir. Ross Wildo 
gen. mgr. Walter Rubins: Chamber of Comment' pres. Hen Rogers: I'CW's R.i\ 
Kaelin. Rowland Varlev Ra\ Stanfielel: and sin. local sales mgi lei Cairoll 
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fc French A. J. Palmerio, cop) 
supet visor, at Frank Vos fc Co. 

PEOPLE ON THE MOVE: Herb- 
ert C. Smith line lo merchandising 
executive in the marketing services 
division of K&E . . . Jeremiah C. 
Harmon 10 the copy department of 
Prit chard. Wood . . . Robert Kahl 
to group supervisor in the market- 
ing department oi SSCfcB . . . 
Joseph McCluske\ to account ex- 
ecutive of lngalls Associates Advei 
lisine, Boston . . . Omar Bittar to 



m. 



assistant general managei of KfcE 
Do Ilrasil . . . John Mimuaugh to 
assistant director of public rela- 
tions at Charles \V. Hoyt . . . Rod 
I), rra/ier to supervisor in the iv 
copy department of Leo Burnett 
. . . Ann Oniirio to executive secre- 
lan and Glenda Light to media 
director at Email & Rose . . . 
Roger Mader to art supervise)) at 
Y&R . . . Robert A. Baker, account 
executive at Baker 5c Stinipson. to 
president and general manager of 
Dentin -E/e. Seattle. 



; MOGAMBO ! Ml% 

: Clark Gable Grace Kelty : "^fRs? 00 



o 9 s © a 



life* , 



ISL ^lOiy f tFAROR PARKER 



Elizabeth r- 



MOVIES ARE BETTER THAN EVER! 

A 

And Pittsburgh's great movie station— 
WMC-has a wealth of fine M-G-M and 
20th-Fox films that will sell for you! 

Spots are now available in: 

SATURDAY NIGHT AT THE MOVIES Part 

(11:10 p.m. Saturdays) 

SUNDAY AFTERNOON AT THE MOVIES 

(1 :00 p.m. Sundays) 

Wf TP CHANNEL 11 
Wily PITTSBURGH 



Represented nationally by Blair-TV 




Retirement: Herb Sell)) as \ ice 
president and media director at 
Meldrum S; Fewsmith. Cleveland. 

associations 

The Florida Assn. of Broadcaster* 
in a series of special bulletins to 
members, is circulating some help- 
ful hints on editorialising. 

In addition to reiterating aspects 
of the Fairness Doctrine, the as- 
sociation recaps specific editorials 
aired by members. 

By the way, another note from 
the FAB: the Hoard Meeting is set 
for 22 Septembei at Grand Bahama 
Motel, W'esi End, Grand Bahama 
Mancl. 

Panel discussions relating to the 
operation of broadcasting stations 
and featuring prominent industry 
personalities, highlight die annual 
fall convention of the Michigan 
Assn. of Broadcasters. 

The place: Midden Valley. Gav- 
Iorcl. 

The date: 12-15 .September. 

Discussions will include public 
affairs programing b) local sta- 
tions, securing business through 
agency contacts, and interpretation 
of FCC rules. 

Convention plans foi the Texas 
Assn. of Broadcasters are now- 
locked up. 

The time: 21-22 October. 

The place: Granada Motel, San 
\ntonio. 

There'll be a sales training clinic 
10 which station salesmen are in- 
vited at a reduced charge. 

Other dates: The North Dakota 
Broadcasters Assn. will hold its fall 
meeting at the Plainsman Hotel, 
Willision, on 11-12 October. 

Reminder: Kntries close If) Septem- 
ber for the 19(12 Deep South Ad- 
vertising Auaiels contest. Awards 
will be made at the 7th District 
AFA Convention in Nashville in 
micl-Oc lohcr. 

tv stations 

Gasoline and lubricant tv advertis- 
ers seem to be changing traditional 
patterns of having within the me- 
dium. 



(>() 
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Special Tabulations from thousands of viewing records 



ARB maintains viewing records of thousands of television families to serve an ever 
increasing variety of special client needs. Cross-tabulations can quickly tap this vast 
storehouse of audience data to aid in the buying and selling of television time for greater 
precision and effectiveness. 



Custom research — at its automated best — solves the specific problems of audience dupli 
cation, determines net versus gross homes reached, and provides a wide range of addi 
tional information for evaluating audience efficiency. 
Your needs dictate the flexibility of special tabula- 
tions from available data. Unexcelled processing 
techniques make them practical. 




AMERICAN 
RESEARCH 
BUREAU 

OF C-E-l-R INC. 



3 



Help yourself to an EXTRA MEASURE OF AUDIENCE. Write or call for a copy 
of this ARB booklet describing the capabilities for special tabulation research. 

Washington WE 5-2600 'New York JU 6-7733 • Chicago 467-5750 ■ Los Angeles RA3-8536 



Do You Make These Mistakes in 



2. □ 

3. □ 



Select inc(li;i lor your trade paper advertising on 
the basis of what \ou read — instead of what your 
prospects read? 

Wait lor a fat rating story before you promote 
your station? 

'bake a summer hiatus? 



| Fail to promote your market because it may 
benefit competing media? 

5. I J Distort — or display excessive optimism in in- 

terpreting — data about your audience or market? 

6. j Look for direct returns immediately alter your 

ad appears? 

7 D l_ j budget too little for mechanical production? 
] Forget you're talking to human beings? 
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Trade Magazine Station Promotion? 



1. ] his i n somewhat like seeking ;i lost diamond mulct a street 
light when uhi know you lost it bin k there in the chirk. 

2. Those who live 1>\ the sword die l>\ the swoicl. Iwo (01 nioie; 
( ;in pla\ . 

3. Is that whiit you tell your e nstomerv 

4. II your market is outside the top do/en, beitei iccognize the 
ptnblem — and take \oui chances. 

5. You're talking to experts. Don't insult then intelligence. 

G. You're reac hing lot a note that isn't on the hoi n. II, in the 
course ol a \ear, \ou hear Ironi eight or ten people (outside 
the trade media stiles field) who ha\e seen your campaign. u>u\c 
had about ;ill the direct evidence you're going to get. \ reason- 
able objective for your trade papei ;itl\ ertising is to prep;ire the 
wa\ lot direc t calls Ironi your national salesmen. 

7. Don't n\ to apply consumer publication stanelaitls lor produc- 
tion budgets to tiade maga/ine space, I en percent ol the tost 
of a page in I* IFF. nut) be enough to produce an acl foi LIFT. 
Ten percent ol the tost of ;i p;tge in Sl'OXSOR is hardly enough 
to pay an artist lor a good Iavcmt. 

8. Venn reader responds to trade maga/ine atlvei tising ;is an in- 
tliviclual, not ;is an automaton. He doesn't shine your passionate 
interest in data about \our station. You have to pcnetiate his 
clelenses — with intriguing, sometimes offbeat, approaches. 

Henry J. Kaufman & Associates 

Advertising and Public Relations 

I 1 1!) 1 1 St.. X.W. • Washington. I). C. • 1)1 7-7 100 

Oin radio tv and media clients include: 

• Corinthian Broach astiug Corpoi ation • Grccn.sboi o Xcws-Reeoid 

• Media, scope • I'uKe • Mot/ • \\ 15 1 W • W'M VI. • \\ \l 1 

• Your station? Give us a ring. 
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According to a 1'vIS repoit on 
the catcgoiy lor the first half of 
the \ear, the emphasis was much 
strongci in favor of spot over net- 
woi k and the shift has been awav 
from an almost exclusive interest 
in netwoi k news and sports broad- 
casts toward entertainment pro- 
graming. 

National gross time hillings to- 
talled $25,0 12,101 this six months, 
vs. $19,722,0-12 last year, up 26.5%. 
Netwoi k got $9,102,101 in 1962 
compared with b8, 798,0 12 last year, 
:i increase of 6.9%, while spot 
uinpcd 12.9% to $15,010,000 
against $10,921,000. 

()1 the $8.8 million network to- 
tal lor (he fust hall ol 1951, $8.2 
million was spent on news and 
sports. In 1962, $7.6 million was 
for news and sports, while $1.8 
million was for entertainment 
shows. 

Ideas at work; 

• WISN-TV, Milwaukee, sent 
out mouse traps to piomote the in- 
clusion of "The Mickey Mouse 
Club" in its daily kid show sched- 
ule from 1-6 p.m. 

• An animated ouidooi electri- 
cal sign dots the Dallas Central Ex- 
pressway to promote WFAA-TV 
news, weather and spoils (overage. 
Called "Tri- Vision," the sign has 
rotating cylinders with triangular 
cross sections that display three 
separate illustrations, station an- 
chormen, in each 17-second cycle. 

• WXYZ-TV, Detroit, has come 
up with an interesting twist on fa- 
miliar election themes. The first 
confrontation of candidates' wives 
in Michigan history will take place 
on the station around the fust of 
October. Mrs. George Romney and 
Mrs. |ohn B. Swaiiison will each 
have 30 minutes to lell whv they 
feel their husbands should be 
cle( ted. 

Kudos: Stephen Riddleberger, pres- 
ident of ADC radio oxro's, and 
Unmet II. Korn, WXTW-TV, Xew 
York, president, have joined die 
Board of \dvisors ol the Bedside 
Network of the Veterans Hospital 
Radio and Television Guild . . . 
The Minnesota Council of 
Chun he* has given a special cita- 
tion award (o KMSP-TV, Minne- 
apolis St. Paul, for its non-commer- 
cial, non-sec tarian program, "Chap- 



el ol the Aii" . . . Joseph II. Baker, 
lotal-regional sales manager of 
KMTV, Omaha, has been elected 
Governor of the ninth district of 
the AFA . . . Repoiters and cam- 
eramen lrom WDSU-TV, Xew Or- 
leans, won six (jut ol nine fust 
place awards lor tv at the fifth an- 
nual awards piogram of the local 
Press Club and the station won 
first and second place in the edi- 
torial competition open to both 
newspapers and t\ stations. 

PEOPLE ON THE MOVE: Erik 
Underwood to the news depart- 
ment of WJZ-TY, Baltimore, from 
WX EX-TV. Richmond . . . Keith 
Robbins to account executive for 
U'TOP-TY. Washington, D. C, re- 
placing Peter Ryan who resigned 
. . . Edward J. White and Donald 
E. Hardin lo sales account execu- 
tives for WKRC-TV, Cincinnati 
. . . Jack Wells resigns 28 Septem- 
ber from WJZ-TV. Baltimore, to 
take a position with the Globe 
Brewing Co. . . . Thomas F. Dennin 
to account executive at WXBF-TV, 
Binglnimton . . . Harry Ebbescn to 
production manager at KPIIO-TY, 
Phoenix . . . Patiick C. Arnoux to 
program director of WSPA-TV, 
Spartanburg . . . Parker Daggett to 
sales manager ol WX1X-TV, Mil- 
waukee . . . David Pi. Moody, Jr. 
to administrative offi(cr of the X T e- 
vada Xctwork, part of the Donrcy 
Media Group . . . George Babick 
to the sales staff ol WTMJ-TV, 
Milwaukee . . . Ivan Tonck to the 
sales stad ol WTRF-TV, Wheel- 
ing. 

radio stations 



There's a good news note for radio 
to come out of the resolutions 
passed by the Missouri Farmers 
Assn. 

The resolution: "Farmers rely on 
I heir local radio station for weath- 
er, news and market information. 
We urge the FCC Act of 1931 be 
levised so that the so-called "(lav- 
lime" stations can be given a 1 
a.m. to G p.m. daily broadcast peri- 
od the \ear around." 

Ideas at woi k: 

• Thousands jammed into I Ions- 
ton's sprawling Highland Village 
Shopping Center to participate in 
die citv's firs! "Mon.'v Sale" con 



ducted b\ KTHT. The Money 
Sale ushered in the shopping cen- 
ter's Fall Festival of Sales in con- 
nection with the Hat k-to-Sthool 
period. 

• Alleged rain-maker, retired 
Air Force Major Homer Berry, got 
$500 lrom KLRA, Little Rock, for 
a deluge of rain which fell on 21 
August— and the station got lots of 
publicity. After what was shaping 
up as the chyest August on record 
in Arkansas, Major Berry oircrctl 
Iris $500 proposition to the city 
and got no response. KLRA agreed 
to pay for rain that same clay and 
to spite no weather forecast of 
heavy precipitation, over three 
inches lell in sonic parts of Arkan- 
sas. 

• It took only -15 clays of on- 
thc-air promotion for WCCO, 
Minncapolis-St. Paul star Jcrgcn 
Nash to sell out all 1 10 spaces on 
his Good Neighbor Tour to En- 
rope. The group leaves 6 October 
for three weeks, compliments of 
Scandinavian Airlines and Sedan] 
World Travel Service of Minneap- 
olis. 

Financial report: Rollins Broad- 
casting reported that for the first 
three months, ending 31 Jul y, reve- 
nues were $1,928,715, a 17% in- 
crease, compared to $1,307,636 for 
the same quarter a year ago. Xct 
earnings were $168,612 or 18 cents 
per share, up 50% over $113,275 
or 12 cents a share for the May- 
|nly period of 1961. 

Mystery solved: Why is Charles 
Michelson, Inc. reactivating its dor- 
mant radio program division? The 
re-release of one of radio's all-time 
great thrillers, "The Shadow." 
Michelson, original distributor of 
the mystery program, will have 
tapes ready for broadcast I Oc- 
tober. 

.Musical merger: WC.MS, Washing- 
ton, music director Alan Doerr was 
mairifd to Fli/abeth Donaldson, 
assistant to Stan Hamilton of 
WMAL (FM). same citv. WGMS 
program director Vic Ilirsh was 
best man. and Stan was chief usher. 

Kudos: Ft an Ilairis, women's edi- 
tor of WW |, Detroit, has been 
named to the Governor's Commis- 
sion on the Status of Women in 
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public and private employment . . . 
1 hanks vent to WW), Cleveland, 
general manager James 1*. Stoier 
limit 1 lie Cleveland Simwiei Or- 
dtestia Pops Comeits lor the sta 
lion's help in making the season a 
sue c ess. 



PEOPLE ON THE MOVE: Kay 
Howe, women's director at KI lOW, 
Denver, to assistant to general 
manager . . . Thorn Robertson to 
local Miles manager of W'MLX, 
lloston . . . William P. Perry to 
general manager of WKl.O, Louis- 
ville, and the Board oT Directors 
of Mid-Ainei ican Broadcasting . . . 
James Ci isiiioud to local sales man- 
ager of U'TOP, Washington, D.C. 

. . William Travis to the sales 
Mall ol KU'KW, l'asaclena-l.os \n 
geles. as special project salesman 
■ . . . Harold E. Starr to program 
director of KBTR, Denver . . . 
Stan Brooks to assistant news di- 
rector at WIN'S, New York, 



networks 



WTRF-TV £SS 



fm 



Leading Dallas business and pro- 
fessional men are being introduced 
to multiplex stereo fm via a dra- 
matic presentation by KVIL and 
General Electric. 

Dining the summer, the station 
inaugurated a 12-hour period of 
multiplex stereo, beginning at 0 
p.m. To promote and explain the 
new broadcasting procedure, the 
station also developed a program 
consisting of 15-minnte explana- 
tions and 1:") minutes of music 
taken dircrth from a broadcast 
The program is being offered to 
service clubs for luncheon meet 



Another demonsiraiion of fm mul- 
tiplex stereo took place last week, 
this one during the cocktail hour. 

WCRB, Boston, and Broadcast 
Time Sales got together at the rep 
firm's New York penthouse for a 
lavish demonstration of the all- 
around sound of WCRB's multi- 
plex stereo. 

PEOPLE ON THE MOVE: Dave 
Williams to general manager of 
KOLA (FM), Hollywood . . . 
Charles A. Myers to program direc- 
tor at WKET (FM). Dayton . . 
Harmon Hyde to account execu- 
tive at WPFM (FM). Providence. 
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In connection with its stan of col- 
orcasting ibis inonih, ABC TV has 
put together a manual detailing 
color tv standaids for lilm and 
slides. 

The netwoi k is sending the book 
to laboratories, film producers and 
agencies "in the absence ol ;in\ in- 
clusin standards" on colouastin >. 

In the past few weeks, the 
S.Ml'l li set up a subcommittee to 
provide coloi standards and \BC 
TV suggests that its leseanh in the 
aiea might serve as a Inundation 
foi the gionp's wen k. 

Frank Stanton sharply ciitici/ed a 
study of the Kennedy-Nixon tv de- 
bates recently published by The 
Center for the Study of Democratic 
Institutions, the main activity of 
The Fund for the Republic. 

1 he CBS president's m narks 
were delivered in accepting the 
American Society of Journalism 
School Administrators' annual Ci- 
tation of Merit. 

lie took exception, panic ulaih, 
to two points in the study. (1) that 
one third of the audience tinned 
off the debates before each hour 
was over, and (2) that the debates 
chained oil attention from other 
elections, with the results that "in- 
cumbents won a high percentage of 
elections at almost every level." 

Sales: CBS TV's "Sky King" to 
.Mattel (Carson/Robei ts) for 13 
weeks beginning 22 September . . . 
Bonadeties (Ted Cotthelf Associ- 
ates), a motion sickness preventa- 
tive manufactured by Labaron 
Pharmaral division of Charles 
Pfi/er, has picked no exclusive 
sponsorship of ABC Radio's cov- 
erage of the America's Cup races 
. . . Paramount Pi-tines will satu- 
rate ABC TV and CBS TV with 
an intensive campaign in connec- 
tion with the release of "llatari." 
PEOPLE ON THE MOVE: Joseph 
L. Marked to administration man- 
ager for the ABC 'I V Station Re- 
lations depaitment and Charles 
Leasure to station relations region- 
al manager . . . Alan R. Morris to 
assistant director of program busi- 
ness affairs for ABC TV . . . Waller 
Patterson, executive vice 1 president 
of Knorr Broadcasting, Michigan, 
to a member of the Mutual Affili- 
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ales Advisory Committee, replacing 
Robert .Miller, managing dhectni 
ol WAIT, Chicago, whose station 
recently changed hands . . . Robert 
C. Mayo to managing director of 
CBS F.urope and CBS Limited. 

reps 

Thomas J. White, executive vice 
president of Avery-Knodel, was 
elected to serve as a member of the 
SRA Hoard of Directors. 

lie's filling the unexpired term 
of Lewis II. Averv who has re- 
signed. 

In addition, committee < hainncn 
for l962-f»3 were named. 

Rej) appointments: WTLB, I Mica- 
Rome, to Robert E. Eastman for 
naiional sales, effective I October 
. . . KKLI, Tnlsa, and KTRX, 
Wichita Falls, to George I*. IIol- 
lingbei y. 

PEOPLE ON THE MOVE: Serge 
T. Popper to account executive at 
Mori Bassett & Co. . . Robert 
Cochran to account executive in 



the New York oflice ol CHS I ele- 
vision Stations National Sales, re- 
placing Alfred I)i Giovanni who 
nio\es to the CHS TV sales depart- 
ment. 

film 

UAA, by promoting the si/e of its 
new feature film package, has 
signed 44 stations in the five weeks 
the product has been on the mar- 
ket. 

The group, "United Ai lists 
Showcase foi the Sixties," includes 
33 posi-l!).*>0 films and is one of 
the smaller packages currently in 
c ire illation. 

According to I'AA, stations have 
been sold on the fact that with 
smaller groups of Feature films 
they I) usually get a larger propor- 
tion of top pictures and, 2) the 
pressure of film amortization is te- 
lie\ ed. 

Videotape Center beat the tradi- 
tionally slack Summer season this 
vear, producing a record-breaking 
I0(> commercials from mid-fuh 



through August. 

Almost half the commercials 
were of the type formerly shot on , 
film, according to vice president ^ 
and general manager John B. Lani 
gan. They included beers, food' ■■ 
and detergents. 

Sales: NTA's recently-acquired 2: 
first-run. J. Arthur Rank features 
syndicated under the title "Tot 



Rank" to 2-1 stations 



A Ilia! 



Artists Tv's Science Fiction Fea- 
ture* to 12 more stations . . . ITC's 
"Supercar" starts in 33 new mar 
kets this month, for a total of 115 
markets . . . Warner Bros, off-net 
work series to five more markets " 
. . . The sales total on Official 
Films "Biography" is now 131 mar- 
kets . . . United Artists Tv's "The 
Stoiy of . . ." to Corn Products 
(Lenen & Xewell) for Xew York ' 
(WXHC-TV), Philadelphia, and 
possibly other markets now under 
evaluation. Sales on "Ripcord" to 
International Latex and Califor- 
nia Oil, Western division, brin;> 
total renewals up to 70% since the 
second year's production was an- 



newsmakers in tv/radio advertising 




Julian P. Kanter was named to 
head Stoier Telex ision Sales 
midwest oflice. lie's been with 
the company since it was formed. 
Ranter's Chicago-based back- 
ground: station operations man- 
ager at WBKB-TV. sales traffic 
manager at WHI1M- 1 V, and ac- 
count executive at the same sta- 
tion, account executive at Peteis, 
Crillin, Woodward. 




William J. Warren, new WL1B. 

Xew York, sales manager, has 
been at WSOO, Syracuse, as gen- 
eral manager lor the past three 
years. He held the same post at 
W11LT. Huntington, hid., and 
WCAP. Lowell, Mass., and from 
19-13-1951 was an account execu- 
tive and assistant to the presi- 
dent of WITH, Baltimore. lie's 
also been at the Xew Yoik Times. 



H. Stillwell Brown, who is the 

new Vew Yoik State regional 
manager of QXR N'etwotk, was 
foimerh an advertising execu 
live with Rumrill Co., and gen- 
eral inanagei of I he Conceit 
Vetwoi k. 1'iioi to that lie was 
network manager and vice piesi- 
deni of the N'oriheasi Radio 
\ctwoik and its pi edec essoi . the 
Rni al Radio Xet woi k. 




Harold C. Altura has been ap- 
pointed radio research and pro- 
motion director ol Peters. Grif- 
fin, Woodwaid. Pi ioi to joining 
I'GW. A 1 1 n ■ .i was ladio pioino- 
tion inanagei at Vvei \-KnocleI. 
llis background also includes 
work as an account executive 
with Humphrey. Uley & Rich- 
ards and sales piomotion lep- 
icsentatixe with l ime. Inc . 
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louncecl recently and toial 111:11 - 
kcis sold u» 110.' 

New quarters: ITC is now Incited 
at . r >f). r » Madison Avenue, New York 
.'22. The phone number remains 
l|he same: Pl.a/a 5-2100. 

PEOPLE ON THE MOVE: Rob- 
ert A. I toll reus to vice president in 
kharge of sales lor Olhcial Films. 
. . . Joseph M. Pellcgrino to the 
*ales department of the tharattei 
inert handisiiig division ol Walt 
Disney Productions. 

public service 

With the November elections draw- 
ing near, news from many stations 
on the public affairs from relates 
io activities in the political arena. 

. WE.MP, Milwaukee, will be- 
"fii on 12 September a series en- 
titled "Question the Candidate" 
daily from 7:05-7:1") p.m. highlight- 
ing issues of the Wisconsin guber- 
Inaloiial and Senate contests. 

• To help keep Michigan Sen- 
r.itors informed ol their constitn- 
/ cuts' views and to aid them in for- 
I mulating attitudes toward antici- 
pated reductions in federal income 

I taxes. WWJ, Detroit, has sent the 
' legislators a tape recording contain- 
ing highlights of a recent "Phone- 
Opinion" program on the subject. 

• WGMS, Washington, scored 
la news beat in the nation's capital, 
(.offering a live feed of the Boston 

'debate between Democratic Sena- 
torial candidates Edward Kennedy 

land Edward Mc Cot mack. [r. The 
feed <amc from sister RKO sta 

I tion, WN Ml, Boston. 

| Public serv ice in act i tin: 

• \ committee of Austin citizens 
interested in literacy training ai e 
meeting with KLRN personnel to 

■plan the utilization of "Operation 
lIJFT." Programs designed to teach 
treading and writing to adults he- 
ight on 15 October on the scries. 

• KFWP>, as part of its public 
licrvice programing, supported 

KTTV, also I. os .Angeles, in an ef- 
fort to save lives during the Labol 
Day weekend. The tv outlet pre- 
sented "Death on the Highway" 
l.ind the radio station aired a three- 
■ Jay campaign of spots reminding 
[listeners to watch the film. 

• It's Bac k-io-School lime in the 
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mile-high city ol Demei and 
KItTR is putting students and pat- 
ents right into the mood with a 
"Bulletin Board" broadcast hour 
h and containing all pertinent in 
foiniaiion on registration, bus 
schedules, etc. 

• W.VME, Miami, and sponsor, 
Old Florida Rum Co. of Ft. l.au 
tlet'dale intend to make segments 
of the I-(i a.m. nightly program, 
"Florida Galaxy" av;tilable to Iotal 
charities and civic clubs lot special 
programs in the public inteiesi. 

• KRL.V helped the l.os Angeles 
County Supervisor Kenneth Ihthu 
repeat salety history over the 1 .a 
hor Day week end with a vigorous 
campaign urging moloiists to 
drive with their lights on in the 
daytime, a psychological weapon 
against careless holiday driving. 

• WNDU-TV, South Bend, 
scored a notable "first" when it pre- 
sented live coverage of a local 
Common Council Meeting. The 
broadcast pre-empted two hours of 
network prime time programing. 

• KLZ, Denver, is running a 
sei ies of programs devoted to the 
activities of the U. S. Navy's Pa- 
cific Fleet. 

Kudos: Commending WXYZ, De- 
troit, and the l T . S. Marine Corps 
Reserves for conducting "an annual 
event that ranks as one of Michi- 
gan's outstanding charities" Gov- 
ernor John B. Swainson issued an 



olhcial pi oc I. mi. it ton miming H 
Sepi ember "Toys foi Tots jam 
I jot re Day" . . . Fiesno Mayor Ar- 
tliui 1.. Sellaml cited, in an cillui.il 
Proclamation. KFRE lot its i.un 
paign to combat the d.ingciously 
iiii i easing school chop out piob 
lein. The si. n ion obtained 100 los 
ter homes lot thildten in [uvenilc 
II, ill within a Mirer week peiiod 

station transactions 



WFC.M (AM & I'M), Fiichhuig, 
Mass., was sold by David M. Myers 
for $.'510,000. 

New owner is George Chatfielcl. 

Myeis has owned and operated 
the stations foi the past 10 yen* 
and will remain as a consultant 
until his future plans are finalized. 

Chatfteld has an extensive back 
ground in the broadcasting-adver- 
tising indtisli ies. I Ie was a clirci tot 
of Benton & Bowles and William 
Esly, prior to which he was adver- 
tising inanagei for I.evet. 

The transaction, which hit hides 
the Muzak franchise for Woirestei 
Counlv, was handled by Edwin 
Toinberg. 

The New Orleans Television 
Corp., owners and operators of 
WVUE, got FCC authority to 
change-over from channel 13 to 
channel 12 for perinaneni transmis- 
sion, 

Switch-over date is lodav, 10 
Septenihei . 
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"SELLER'S 
VIEWPOINT 



Frank talks to buyers 
of air media facilities 



RADIO IS A MUST IN EVERY BUDGET 

By William Wallace 



Air. II iillacc recounts here some of 
the points he made in a speech 
given before the Melbourne Time 
Club in Australia, presenting new 
angles in radio station promotion. 

F lustration — absolute, unmiti- 
gated, undiluted and unbear- 
able trust ration from agencies who 
wouldn't lake the positive stand 
that radio was here to slay has 
ghen ine niters seven times. 

This frustration stemmed, from 
the fact that these 17. S. agencies 
wouldn't believe in radio with en- 
thusiasm. 

A while bad, in the glare of ra- 
dios' problems, I devised a (ontest 
for Los Angeles agencies to find 
oin why, in the laic ol bitterly 
competitive media, they were still 
buying radio. 

In typical contest fashion, agen- 
cies had to complete this sentence 
in 25 wotds or less: "We buy radio 
because . . ." 

The winning answer was — and 
it is as true to Melbourne as it was 
and is to Los Angeles: "We bin 
radio because of its low <osi-per- 
1,00(1 circulation, complete maiket 
coverage, flexibility, its audience 



and the simple but important fac 
that it sells goods." 

I was very cheered by all the en 
tries, so then I decided to go a ste] 
further. I came up with a contes 
based on 25 words or less on wlii 
spot radio was a motivating powe 
in radio. 

Here, in the opinion of tin 
judges, was the winning entry— 
and we had some wonderful ones 
"It is a power because it develop 
the important sales influence rigli 
in the local market where loca 
programing is built around loca 
sen ices and personalities." 

We then ran a third contest ancl 
once more contacted media direel 
tors and timcbuvers. We wantei ' 
to find out why spot radio pro 
duced results. This was the win 
ning answer." 

"It produces results because i 
offers radio's ability to match the 
company's advertising, geared tc 
sales opportunities where, when 
and in whatever degree those op 
poriunities exist." 

If you take these thoughts home 
I am sure thai every one of you wil ' 
have a new belief, a new reali/a ( 
lion that radio is a treincndoush 



William L. Wallace, West Coast 
manager for Adam Young. Inc., 
appraises the Australian radio 
industiy with the experienced eye 
of a SO-year pro. He was station 
manager, network manager, and 
principal of a large transcription 
company before joining Adam 
) on iig in 1951. He was invited to 
Australia to deliver this talk to the 
broadcasters in that country. 



68 



SPONSOR / 10 SEPTEMBER 1 90L 



ELLER'S VIEWPOINT 

(Continued) 

lower Till fixture, now ami forever 
vill be. 

back home, it lias regained its 
irigiiial place as a dynamic force 
il entertainment and public seiv- 
ee. It is health) and vigorous. 

Radio has had sue ( ess story upon 
iK cess stoiy with audieiKcs that 
loitght a product lx*<ame the 
nethod ol presenting that product 
o the public was accepted by the 
mdience and by that public. 

Medical icscatch shows that pen- 
ile lementbev ."5",', of what they 
lieai and onh I :">",', of what they 
ce. 

Radio has excitement and hit 
initiation and this is what you as 
.alesnien make available to a buyer. 

The ad\ertiser pays to partici- 
pate in this excitement and the 
ustomer lakes out of radio the ex- 
ilement he wants. 
There is a great abys-, between 
the national advertiser in the use 
>f his advertising and the dealer 
ivho couldn't tare less about how 
national advertising is going. 

Von know that youi companies 
lia\e spent thousands ol pounds to 
rieate a company image and you 
lia\ e certain dealers who couldn't 
.are less. There seems to be a lack 
>f coordination and cooperation 
jbetween what you arc trying to do 
nationally and what \oui dealers 
lo individually. 

I suggest to you (hat you always 
remember that spot radio is the 
1 me medium that can create foi 
von a true national image because 
it penetrates the local marketplace. 

1 ask you to carry on youi daily 
work of selling this great medium, 
uoiding at all costs the cannibal- 
ism inherent in every one of us in 
his industry. 

Do not sell against your com- 
letitor, whatever the concept of 
out competition. And do not sell 
ff rate card, destroying the fine 
image yon have given radio. 

Your cohesive action in staying 
together and maintaining your 
willingness to learn from others' 
mistakes deserves great admiration. 

You profited by our mistakes. 
The fart that your 110 commercial 
■itations were able to get togcthci 
to form the Australian RAB is tes- 
timony enough to your wisdom.^ 



For the busy bee . . . 
a sweet bouquet 




7% 




\nd the busy media strategist knows a single Inning 
decision — BEEL1NE RADIO — will give him a 
sweet bouquet of stations. The five McClatehy sta- 
tions cover the rich markets of Inland California and 
Western Nevada and reach more radio homes than 
any other combination of stations in the area. And at 
the lowest c/M. (Nielsen Coverage Service Report 
#2, SR&D) 

£ 

n 



McClatehy Broadcasting Company 



delivers more for the money in Inland California-Western Nevada 

PAUL M. RAYMER CD. — NATIONAL REPRESENTATIVE 

KOH RENO • KFBK SACRAMENTO • KBEE MODESTO • KMJ FRESNO • KERN BAKERSF1ELD 
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AIRLINES AND RADIO 

(Continued from page l.S) 

ecutivcs ami their agencies will be 
especialh interested in spot radio's 
"drive time" periods. 

ClkS Spot Sales, though present- 
ing profiles showing high male lis- 
tening in the {5:311-8:30 a.m. and 
1 : 30-b: .10 p.m. poinds suggests that 
ah lines give panic til; n attention to 
both evening and weekend radio. 

Radio listening among airline 
prospects hits satisfactory levels at 
ntghl and (to those who have not 
seen the fignies) staitlingiv high 
levels on Saiurclav and Sunday. 

Dailv listening by professional 
men on Saturdays and Sundays av- 
erages 1 In. 58 unn. compared to 

1 111". inin. on weckdavs. Middle 
income men (Sf> to 10.000) listen 

2 his. 20 min. daih on weekends 
compaied lo 1 hr. "».''» min. on week- 
clays 

Creative opportunities. Mamie 
Webster, v. p. in charge of CBS Ra- 
dio Spot Sales, is one of a growing 
inimbei of top-flight radio rep ex- 
ecutives who believe that the big- 
gest radio appeal for most indus- 
tries -and especially for airlines — 



lies in the creative opportunities 
the medium alfords, in both copy 
and program areas. 

Among the ideas he suggests 
that airlines trv are the following: 

1. (heater vse of male-oriented 
programs. News, business news, 
and sports features provide an tin- 
ecpialled opponunitv to leach the 
all-important male audience. More 
imaginative, creative commercials 
spotted into these programs will 
pav oil air travel dividends. 

2. Destination weather sf>ots. 
Sell the attractiveness of tiavel des- 
tinations by giving weathet c ou- 
tlasts — "It's 22 degrees and rainy 
here in Chicago. But it's 70 degrees 
and fair in Phoenix, 73 degrees and 
balmy in Miami. Call for an airline 
reset vat ion now . . . etc." 

3. Sell extra vacation time. Most 
automobile travellers have never 
stopped to figure just bow mans 
more hours or clays they would 
have at their destination if they 
flew instead of motored. Cive them 
the fat ts in specific terms. "On a 
trip from here to Yellowstone l'aik. 
you'll gel 3 clavs and 1 1 hours extra 
vacation time if vou fly." 

1. Sell air vs. anto costs. Most in- 



dividuals, and manv business men 
have never reallv figured out the 
comparison between the real costs 
ol auto tiavel and air tiavel. (Ac- 
cording to the Opinion Reseaich 
stirvev, 1V V of those taking trips 
by auto couldn't even estimate their 
cat expenses.) Weak out the com- 
parative costs lor sample trips — 
and advertise them. 

5. Sell air-car rental packages. 
Oder an an to rental at the othei 
end of the (light as part of the trip. 
Tie-in announcement campaigns 
can be worked out with car rental 
companies and costs shared. 

(i. Local testimonials. Spot ra- 
dio's flexibility allows an airline to 
tape individual local testimonials 
at low cost. Comments by passen- 
gers who have just completed trips 
arc far more convincing than anv 
pitch by an announcer or ac tor. 

7. Loie flight spots. These an- 
nouncements are aimed to attract 
business to (lights with low passen- 
ger load factors. 

Summary of advantages. The 

case lor spot radio as a major mar- 
keting force in helping to solve the 
airlines jet age problems can be 
summed up in a lew words. Spot 
radio provides greater creative op- 
portunities in market, message, 
and media planning than any oilier 
medium. 

Radio campaigns can be tailoiecl 
to reach the prime prospects for 
air navel in the areas where most 
of them live. 

Radio schedules can be planned 
to single out those members of the 
public which constitute the bulk ol 
both today's and tomorrow's air 
passengers. 

Spot radio's extreme llexihilin 
allows an airline to engineer and 
weight its marketing support — bv 
areas, bv clays of the week, bv 
specilic sales problems — and to 
make epiick changes in sirategv as 
new conditions dictate. 

Spot radio provides the oppor- 
tunity lor more messages, and more 
dilleicnt messages than any othei 
medium. It is the ideal low cost 
medium for special chives, test 
plans, new copy approaches, cre- 
ative innovations 

In short, sav spot radio men, it 
is the most potent weapon which 
airlines can employ in meeting the 
"marketing challenge of the jet age 
era." & 



IN NORTHEASTERN NEW YORK AND WESTERN NEW ENGLAND 

WRGB AGAIN 



Total Homes Reached — Average Quarter Hour 



ARB 9 AM to 
Mar. '62 Midnight— 
Mon.-Sun. 


WRGB STATION A STATION B 
48.3% 29.0% 22.7% 


NIELSEN 6 AM to 
Mar. '62 7:30 PM— 
Mon.-Fri. 


48.6% 30.8% 20.6% 


7:30 PM to 
2.00 AM— 
Sat.-Sun. 


47.4% 25.3% 27.3% 
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SPOT-SCOPE 



Significant news, trends, 
buys in national 
spot tv and radio 



Campbell Soup on I nl' Km licit 1**111 he credited with a pretty 
icfty percentage of the .*|tot tv businos- to conic out of Chicago 
litis far this full. 

Huviug out o{ that agency over the pa-t inontli ha» include:! lied Kettle 
,'oup Mixes. Campbell Frozen Soup. Swansou \'\ Dinners and Ihrce-coursc 
liiiuers. Franco-American Spaghetti, and Franco-American Gravies, 

Now it should he noted thai Cainphell i- also expanding at Needhalli. 
Louis <Jt Hrorby. In addition to the Pork and Beans line, and Campbell V-!!. 
Sl,<S;IS lias the newest product out of Campbell. Homitv. 

Newcomer is a line of canned meat dishes, Mich as beef stews. Chili, 
ud several oilier kinds of stews. When full\ developed, the line. currently 
*«<. in" ty in three markets. will he fairl\ leii"tli\. 



After a five-year hiatus from the medium. American Kxpress 
f OH.M) is plunging hack into spot radio. 

Alreadv underway in N evv York. Los Angeles and Chicago, the cam- 
paign is geared to a traveling adult audience for \mcricun Kxpress 
'redit cards and travelers cheeks. 

The plan now is an expansion to the top 20 markets 1>\ next \car 
•ul how much American Kxpress will broaden its push depends largely on 
1 survey scheduled for the end of Ibis year. 

From the »uv things seem to he shaping up on the trailing 
lamps battlefield, radio will he giving renewed impetus to the 



1,-oiiliiiiiing fracas this fall. 

Currently (ine-tooth-eoinhiiig avails arc the big three*. SXII. Fluid, 
]nid Top Value. \lso trying lo gel its foot in Ihe door in some 'Ml mid- 
west markets is a relative no*, ice in the stamp slngfcst. Gold Horn). 

The Minneapolis-based company, which operates in .'> I regions, will 
treak with 10 and 30-sceond radio spots throughout September. T\ 
dsn figures in the campaign (animated cartoon minutes 1 . 

Gold Bond is placing the spots direcl. 

<&■ 

On the offbeat sale side: west coast t\ s!utions are getting a 
3-vwck play from the Moen Faucet Company (Biiclicii) . 

There are only -i\ markets involved (all in the heart of Ihe new con- 
Iruction area in California-Wa*hinglnn- \rmina ) but plumbing equipment 
lianufacturers are traditionally tv-sliv. li s quite a creative challenge ihe 
\\ spots will feature Moen's one-handle faucets for kitchen and bathroom 
"nit if successful this campaign could be a trailbhi/er for other members of 
he plumbing indu-trv . 

For detail- of la-t week - -pot activity -ee item- below. 

SPOT TV BUYS 

diuoiiiy. starts at the end of the mouth with a long-term campaign for 
)uco. Tlie call is for prime and fringe 20 s. day and fringe (>0's. equal to 
00-110 NSI rating points a week, from 27 September lo 7 December. The 
■uvings being done oul of Dauccr-Fit/.geral 1-Sample. 




It's probably p«*s*ible lo gel another 
lelovi-ion -i^nal in lhis market, but 
most people apparent b; don't bother. 
Metro share in prime time is 90%, 
mid home* delivered lop those of any 
oilier -union jdiuring the oilier 10%. 
iARlt, March, 1962) Your big bn> for 
North Florida, South 
(»<'urgia, and £*onllica-t 
Alabama is 
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-SPOT-SCOPE 



Continued 



Merck goes into spot on II Octobei with a 17-week campaign on behalf of 
turret. Schedules of one 01 two prime 20V. four-six prime minutes will run 
both day and night. Tlte agency : DCS&S. 

Duncan Mine- Dutch Topping Mix. out of Compton. i.- looking for three-five 
nighttime prime and fringe fill's in middle market*. 

Best Foods* started \ cMerdav . 9 September, w ith da) minutes and nighttime 
chainbieaks for llellmann's Mayonnaise. Schedules will continue for several 
weeks. Agency: D-F-S. 

Instant Maxwell House coffee is running a three-week blitz out of 
Benton & Howies. 

Helen*- Curtis is Inning heft} schedules which will continue for eight weeks 
beginning in mid-October. Two agencie- are involved in the buy — Edward 
II. Weiss and McCann-Eriekson. 

Bauer iS: Bhiek is going in with a slim market list for its support slocking. 
Mine. Tatham-Lahd is the agency. 

Mogon Da\ id Wines is requesting avails now for \ovember starts. Buying 
is out of Edward 11. Weiss. 

Campbell Soup is requesting avails for a new product. Swanson's Deep 
Di*h Meat Pies. The buy is minutes and 20's in day. fringe and late night 
times, network adjacencies, on Thnrsdav and Friday and preferably, aimed 
toward a female audience. Schedules will begin the first week in October 
for 11 weeks. Agency: Burnett. Buver: Eloise Beatty. 

Maybelliiio continues lo search for spot avails adjacent to network specials 
with a glamour appeal. Such shows as Miss America and Miss Teen Age 
Pageant are particularly important in the campaign. Post, Morr. Gardner. 
Chicago is the agency. 

SPOT RADIO BUYS ( 

Seal}' will use radio in addition to tv schedules lo support its fall promotion 
for postiirepodie mattresses. Several selected markets are included. Agency 
for the account is Earle l.udgin. Chicago. 

National Dairy Products will hit 150 markets with two two-week flights 
10 Sepleniber-10 December. Campaign is on behalf of Sealtest cottage 
cheese and ogg nog and the buying is being done out of X. W. Aver. 
Listeriiie has renewed for an additional 2-week flight in the top 30 markets. 
Minutes and .'iO's. will be used to woo the female audience. Agency: Lambert 
& Feaslev. Bluer: Frank Sweeney. 

Campbell Soup this week begins the first of three o-week flights in some 
(>0 markets. \ multi-station buy. 10's and 20's are being used throughout the 
10 a.m. to noon and 1 p.m. to 7 p.m. hours Monday through Fridays. Some 
Saturday a.m. also. Agenev is BBDO. Buyer Hal Davis. 
Conceal Foods is lining up 25 markets for a 3-woek saturation campaign for 
its Birds Eve Frozen Foods scheduled to break 15 October. Between 24 and 
:?d drive lime and daytime minutes will be u-cd. Pete Spengler is doing the 
buying out of Young & Biibicam. 

American Tobacco is heavy ing tip for il- Monlelair cigarettes in some 15-20 
markets with saturation radio, Agency is SSC&B. Wayne Silbersaek is the 
Inner. 
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It's MICHIGAN Avenue in CHICAGO... 




It's MAIN STREET in Ohio's Third Market 



Dayton's main street is called MAIN STREET, laconically and logically enough. And within the 
wide range of our signals there are 23 other communities with a street called Alain. Jokes to the 
contrary notwithstanding, these towns are not peopled with straw-chewing farmers. Nor with 
Chicagoans, for that matter. But there are shades of difference in their interests that WHIO and 
WHIO-TV take pains to detect, and having detected them, program to them. Our listeners want 
it that way. Our advertisers want it that way. Among the sounds of Main Street is an interesting 
jingle. If it sounds like money that's because that's what it is. Ask George P. Hollinghery. 



DAYTON, OHIO WHIO -AM-FM-T\ 



Associated with WSR, WSB-TV, Atlanta, Georgia 
and WSOC, WSOC-TV, Charlotte Xarth Carolina 



WHIO 


WHIO-TV 1 
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NOW! IN ROCHESTER, N.Y.- 

MORE 



CHANNEL 10 NOW GIVES YOU 
COVERAGE SECOND TO NONE! 

We've moved our antenna sixty 
feet up to the top of the transmitter on 
Pinnacle Hill— 51 1 feet above 
average terrain! 

More height means more reach to more 
viewers in the rich, eleven-county 
Rochester market! More exposure for 
your sales message! More value for 
your advertising dollar! 

j§2> Now more than ever before, we offer 

you a "ten-strike" on Channel 10! 



4$ 
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'IV]<*vjsion. Inc 




WHEC-TV 

CHANNEL 10, ROCHESTER, N.Y. 



